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Agencies seek supervision 
rights without full pro- 
duction headaches. ''Co- 
production" is {lattern. 
They won't finance shows, 
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'hITH PROGRAMMIhG! 

'-. s;r:'| CBS scneji.e ajgmeTted 
A r:e -.BC =-^3 such local favorites 

as':- Da =; G 'le^sc-eand Fred Moegle... 

Cna'-'-e 4 commands program 
leadersr p ! 




WITH AUDIENCE! 

Te ep-ise and ARB 
'ra' >3''re - consistent/ eads 
e':e cc.erage c' i^e great St. Lou s 

Va'-'et. Tiroughout the ^ee'^.... 'p 
nonth after month... J 
it's Channe ~.\ 




WITH RESULTS! 

/fitn top programming 

througnout the Aee'r, Channel 4 
•3'es the largest audiences to give the 
advertisers a great sales potentia m 
the St. Louis market! 
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the Great } 
St. Louis ^ 
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TV homes in the TERRE HAUTE 

viewing area! 
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DIGEST OF ARTICLES 

"Nladi-oii \>e. hack in ?lic)« 

27 ' ''<It' turning in Iv shinv production. Major agfucit's today are ae- 
(inirini: conlrol over profiramiu!; contcnl IiiU \\ilIioiit Ijecoininf; packagers 

IMJDOV 1956 >p«il ai)l)ro:irli 

30 'fere'^ 'i'>w l!iU)() applies its new evaluation t>l radio's to]<: in lerins of 
canipaifins for its own ( lienl^. The keynote, as you'd expect: flexibility 

'1 lie W ('j.liiiplioiisf iiiiie-iiionlli coiiu-ltiK'k 

32 ^i'' niedia ar<' liie spcariicad as ^\'eslinl;Ilouse fij^Iits to overcome eflccls 
of crippiinp strike witii largest Iiiidgel in its Iii-torv S'52 million 



rii«- lirsl Mr. >p<<ii~«<r: (^-iiiieroii ll:i«le_\ 

35 "''"^ <piile a guy, the author of "Executive Suite" and the first ad man- 
ager st'ONxjR ever profiled. Here arc Iiis \ic\vs sizzlers- on tv radio 

U«'lrc)ilV s|M<t .slr;il«-s;v ;i iiuMlia 3Ic>«l«'l-'r? 

38 Riiycrs in Detroit may follow a humdrum pattern but here's how media 
salesmen have contrii)Ule(i to misuse of spot by most automobih^ make- 

'riic lop 100: iIk'11 niid ikih 

40 ^ comparison of advertising in 1946 and today, sketched against the 
backdrop of the single most ai)udant decade in America's economic Hfc 

lOlli «Tsar_\ secliciii 

99 \ cavalcade of (1) the campaigns whidi SPU.Nsoii has fougiit ; (2) tiie 
events which iia\c rc-iiaped the industry in a decade of constant change 
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COMING 3 NOVEMBER 

\\ liere «l<«e- llic iiiiiii<-> ^ti'i 

Dollar-!)} -dollar, here's an acc ounting ol wlicre a client - cxpcnditnic 
goes for a film ( (umnercial which is ueither a (|iii( ky nor an extravagan/a 

l)(< r«-\ir«<Ts kiioH Net l\ .Sliuws fi««iii l.iie:!!':' 

Many feci the fa( I a show i- network lends prestige, lint do \ieHer< 
kiuiu ;> network -how from a spoi-pl.iced fdm show? Here's one an-wei. 
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A 

QUARTER 

will go 
a long way 
these days on 




WHO Radio! 



Take 12 noon to I p.m. as an example . . , 



HEN you consider that a shoe shine plus 
tip now costs you a quarter ahnost anywhere, 
twenty-five cents invested in radio is a tremen- 
dous value — especially oti WHO Radio! 

LET'S LOOK AT THE RECORD . . . 

On WHO Radio, a 1 -minute spot between 
12 noon and 1 p.m. will deliver a mini- 
mum of 100,058 actual listening homes, 
in Iowa alone! 

That's at least 405 homes for a quarter, or 
1000 homes for $.62— ALL LISTENING TO 
WHO! 

That's the measured minimum. Over and 
above this proven audience, 50,000-watt WHO 
delivers thousands of additional listeners via 
Iowa's half million extra home sets and half 
million car radios — plus a vast bonus audience 
in "Iowa Plus"! 



Your PGW Colonel will be glad to tell you 
the whole story on WHO Radio. 

( Co»iputatio)is based oti projecliiig Nielsen 
figures and 195') loiva Radio Audience Survey 
data against our 26-/inie rate.) 



WHO 

for Iowa PLUS! 



Des Moines . . . 50,000 Watts 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 



Peters, Griffin, Woodward, Inc., 
Exclusive National Representatives 
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this is 
the lady of 

the house that 

l^uih . . . 






and. ill one (lav. sIk^ wrlcoiiiiMl I8().()0() [)C()|)lc into lier lionic. 

On S(^))l('nil)('r 23r(l the weln )nu' mat was ont earJv in the morning at 
the houses that HO.ME had bnih in 30 cities across the nation. Bv the 
end of die dav IBO.OOO peoph^ had accepted iVrlene J^^ancis" invitation 
to \isit and the da/jMl hnilders were sitting hack connting their orders 
and getting r(\idv lor die next dav. Since th(,^ opening there have been an 
estimated half midion \ isitors— and the hnes haven't stop|)e(l vet. This 
was the chmax to tlOMirs yeardong jiroject that Varietv caUed ''televisions 
most fabulous promotion". .. and another tribute to the drawing power of 
HOME'S hostess. Arlene Francis. But the builders themselves tell the story 

best. Here are some 

comments: ''12.000 
people viewed the home . . . an almost unbelievable record. " Washington. 
D. C. "I am flabl)ergasted at the response ... needed police direction for 
trafhc . . . constant line llirouglioul the dav." Canton. Ohio. "Reaction was 
treuKMidous . . . the most talked about home in the area." Grand Kapids, 
Mich. Participating ad\ (M'tisers. too. are overjoyed because these houses, 
featuring their products. ha\e becouK^ the number one housing attraction 
where\er they've been built. With renewals startimr to come in for 1957, 
\\wi\ out now how \rlen(^ l^'rancis andThe House That HOME Built can 
ht in with \our plans, ^our NBC Television Network sales representative 

will l)e happy to give you the full story. NBC TELEVISION 





Since the sternwheelers first 
opened our Ohio River Valley to 
large-scale trade, this region has 
constantly steamed ahead to 
greater industrial records. 

Today, its array of manufactur- 
ing is the most vast in America 
... a solid head-of-steam typified 
by our own doorstep counties of 
Cabell and Kanawha (the Hunt- 
ington-Charleston area) where — 
say preliminary reports of the 
new U. S. Census of Manufac- 
tures — the value of industry 
alone is up 55% since 1947, 
currently over one billion dollars! 

This is only part of what you can 
command with WSAZ-TV. Sur- 
rounding our near-quarter-mile- 
high tower lies America's 23rd 
television market — four states 
wide, /our billion dollars deep in 
buying potential. You leave a 
smart wake when you sail aboard 
WSAZ-TV. Any Katz office can 
make out a profitable bill of lad- 
ing for you. 




HU^^TI^^GTOM-CHARLESTOM, W. VA. 

iT.B.c. itetwohk: 

Affihalod v/illi Hadio Stations 
WSAZ, Hunt.f.g'r n 6, V/GKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Roprr-r-nlr.H by The Kcil;: Agency 




Leonard Goldenson: his eye is on 1957 

If words won't make it rlcar. Leoiuird Goldenson will draw \ on 
a j)i(lnie. What lie want- at ABC is d<>eenlralization of responsi])i]- 
il\ and slionsi teamwork. He drew llie jjirlure for sponsor simj)l\ 
l)\ askinj: ()li\er Tre\/ and Don l)iir<iin to join a (inestion-and- 
an^wer session willi him on where .M5C is lieaded. Thais tlie wa\ 

he works. Trex/. wlio resigned two 
weeks ago as president of T\B. is 
now head of ABC TV. Questions 
alxnil the l\ netwoik aie liis lo an- 
swer. Diirgin. who was hired orig- 
inally at ABC l)v Treyz in 1951, is 
in charge of the radio network, so 
} on talk radio with him. 

■■-May he,"' sa\s ColdcMison, with 
an infections smile, ■'the ho\s will 
sa\ something I can hold them 
lo later." 

Coldeiison is l)uilding his ad- 
ministrative learn noA\' for an all- 
oiil dri\e next fall. He knows what it is lo get started lale on fall 
|)lanning. When rniled Paranioiinl Theatres (1 PT) merged with 
\I)C in February 195.S. ihey weren t ready to mo\e until sj)ring — 
lale for stalling fall programs. He isn't taking any chanee? now. 
F.Acry thing is aimed at the big |3ush next fall. 

Goldenson sees 19.57 as veiy jiossihK llie \ear when net j)rofils for 
ABC will begin lo oxerlake those oi I I'T. Lp till now the cash le- 
ser\ es of Ul* T lia\e been buildiii<i \BC. 

"We have reached one plateau, " Goldenson says. "\ow we're 
ready to move Uj)ward to the next." 

riie new pattern of management Avill be maiijjower in dej)th. I iitil 
this is iiiiderwa) , Goldenson w ill coiiliniie as acting president. He 
now de\otes lOO' r of his time lo the jol) at ABC. But will he kejit 
ill touch w itli the theater and record di\ isions. 

On sjieeial projects at \BG, Goldenson will be assisted by John 
Mitchell, who was v.p. in charge of the Iv network under recently- 
resigned Robert Kinlner, and now has the title of s|)ecial assis- 
tant to the ])residenl. A new president will be named, lliough not 
immediately. Goldenson doesn't know how soon. l)ut expresses the 
h(i])e it will be someone from within ABC. Meanwhile, if an\ new 
excr'iitive jiersomiel are brought in. it will be by 'Pre\z or Durgin. 

"Programing strength." Ollie Treyz says, "will be the ke\ lo the 
'.57 |)nsh. In tv. we ll not oiil\ secure new film, but new li\e shows. 
H \ ou have pi ograniing slieiigtli. clearances are no jirobleni."' 
Goldenson and Tre\z feel slrongK on this point. This \ear, with 
l)illings running S22.3 million ahead of the first eight moiilhs of the 
last \ear, AIU" T\ is getting about \()' i of all net l\ business. Their 
e\es are on a largei slice of the jiie. 

Goldenson is making the rounds of key agencies on a "gel-ac- 
(|uainled" basis. But not as star salesman. He lea\es that to his 
1(^1111 of Tre\ /.. Dnrgin and coiii|)an\. ^ 
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'/4 OF TEXAS 



V4 of all Texas buying income, 
over 600,000 families with 475,- 
000 television sets, make up the 
rich Gulf Coast Area, including 
Galveston and Houston. 



Chorted in proportion 
to effective buying 
income for counties 
included in KGUl-TV i 
coveroge oreo. 



in 



the Texas Gulf Coast Area 



is sold on KGUL-TV 

The only slation that delivers a primary city 
signal to Galveston and Houston, 



KGUL-TV is top preference in prime time* with 
the most popular nighttime program, the 
largest average audience ancJ the highest 
number of quarter hour firsts. 

(Source: ARB, July, 1956, 7 doys, 6 P. M. Midnight)* 




GALVESTON, TEXAS 



Represented Nationally by 




CBS Television Spot Soles 
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LANCASTER, PENNA 



i 



in the channel 8 multi-city market 

■^■,|,»yj,|iDmii|i.iii 



People make a market, and the 
3V2 million people in the Chan- 
nel 8 Multi-City area make it 
one of your most important TV 
markets— America's 10th. Here 
3V2 million of your prospects, 
owning 917,320 TV sets, have 
$5V2 billion to spend annually. 




316,000 WATTS 



STEINMAN STATION Clair McCollough, Pres 

Representative 

the IVI E E K E R company, inc. New York • Chicago • Los Angeles • San Francisco 




.sro,\s()K • 27 (icTouKK 195G 




27 OCTOBER 



Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 



The spark that really could fire up top national advertisers' enthusiasm over 
feature films for spot tv was struck this week. 

MGM's super-specials on KTTV, Los Angeles, got sensational ratings on the first Friday 
night spin. So now: 

Colgate, pioneer sponsor of the KTTV series, has asked the Ted Bates agency to see 
how the project would fit into other markets. 

Bristol-Myers has instructed Young & Rubicam to 1) scout out the latest data on fea- 
ture films, and 2) work on a list of time and quality film availabilities in selected markets. 

American Tohacco likewise seems interested in experimenting with the exclusive im- 
derwriting of feature films in local markets. 

Here's how Bristol-Myers explains its aim to SPONSOR: "We are interested in filling 
coverage gaps — spots where our seven network shows can't do it all. You might call it a 
'fill-in' operation." 

Lever Bros., on the other hand, hasn't joined the enthusiasts. Apparently 
Lever is going to wait and see. Its attitude is that feature films for local use are awfully 
expensive; that the money would have to come out of other segments of the tv budget — net- 
work franchises, perhaps, and they are an investment not to be tampered with lightly. 

Indeed, Lever's somber analysis — made after much intramural soul-searching — also raises 
these questions: Is Los Angeles, the nation's most movie-struck city, really a good yardstick 
for the rest of the country? And what if a couple of stations loaded up with quality film prod- 
uct against each other in the same market — would the divided audience be worth the price? 

You can bet that this debate is going to be one ol the most far-reaching pieces of action 
on the tv front for months to come. 



In case you're wondering where all that network radio money is coming from 
this fall, the answer is "Both inside and outside the family." SPONSOR has tracked down 
the outlays of two of CBS's biggest radio customers — Colgate, Standard Brands — and finds: 

The bulk of Colgate's $3-million expenditure on that network is the result of a new divi- 
sion of radio and daytime tv funds. 

Standard Brands — booking $3.5-miUion — is using quite a bit of what might otherwise 
have gone to the printed media. 



Stations that don't post all their package plans — and that includes tv — on 
their rate cards are beginning to burn the agencies up. 

Especially articulate about this is Leo Burnett. Len Matthews, LB's media director, told 
SPONSOR he's finding it quite embarrassing, to say the least, to learn, after signing a tv con- 
tract in a far west multiple station market, that the competition got a cheaper deal. 



Agency insistence that NBC and CBS modernize their client "'exclusivity" 
clauses is mounting. 

These clauses specify that there must be a half-hour interval at night between the pro- 
grams of competitive companies. 

Revision advocates claim the rule is a hangover from early radio days and totally out of 
joint with modem business growth. 

By way of illustration, they cite the diversification of P&G. It not only sells many types 
of soap but is in the drug, food, and paper products fields. In short, P&G is really not one 
company — it's many companies, hence gets undue benefit from one umbrella. 
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SPONSOR-SCOPE continued 



The revisionists suggest that the networks (1) cease granting blanket protection; 
and (2) stipulate in each contract what specific product or brand area is protected. 
The present situation, say the objectors, is too vague to be healthy for the networks or 



advertising in general. 



For once Hollywood is on the sober side of a debate. Out of Hollywood's tv film 
circles comes this reverse-English episode: 

Phil Rapp, producer-director of The Adventures of Hiram Holliday, wants the laugh 
tracks eliminated from the eight episodes of this series remaining in the can. Siding with 
him on this issue is the star of the program, Wally Cox. Their case: The show is basically 
satire, not farce comedy, and "will gain a better reception if offered as such. 

Sponsor General Foods and agency Young & Rubicam apparently don't agree, want the 
laugh track left in. 



NBC would like to convert the tv shows it controls to color and get sponsors to 
pay an additional 30% tariff on them as of next fall. 

General Foods, which buys Roy Rogers and Adventures of Hiram Holliday from NBC, 
already has been contacted on the proposition. The GF agencies involved figure the hike — 
providing the client renews the shows — will come to between $8,000 and S12,000. 

Lever Bros., which buys Sir Lancelot, anticipated NBC approach commenting: It might 
be more equitable to limit proposed colorcasting to once or twice a month for a starter. 



Norman (Pete) Cash takes over as new TvB president on the verge of a sales 
stafif expansion and a fistful of research projects. Recently resigned, president Trej'z, 
now head of ABC TV, is delighted with new appointment and is helping out during transi- 
tion period. 

The research schedule for 1957 dramatically includes a study of advertising messages 
vs. buying. That is, TvB will correlate data on listening, reading, and viewing with pur- 
chases of the various products. 

Data currently are coming in from Pulse showing (1) the audience for newspapers and 
tv by hours of the day, and (2) total time spent with each medium. There also will be figures 
on family characteristics, pantry inventories, etc. 

Needless to say. Cash need fear no lack of attention once this material gets into the hands 
of the trade. 



Latest agency problem created by the snowballing trend toward product diver- 
sification concerns Bulova and McCann-Erickson. 

McCann's list includes American Safety Razor and Menncn's. Bulova hopes to intro- 
duce an electric razor early next year. But it doesn't want to be allied with an agency that 
sells other beard-removing articles, too. 

Combined, the ASR and Mennen budgets edge over $4-million. But here's the teaser: 
With $2-million added to exploit the electric razor, Bulova's budget could run to $6-miIlion. 

Within the comparatively short time Bulova has been at jNIcC-E it has had three top man- 
agement men overseeing the account: Terry Clyne, Emerson Foote, and now Tom Losee. 



The showing that's made by The Wizard of Oz in the Ford Jubilee spot on CBS 
next week (3 November) could radically alter the attitude of udmen toward box- 
office-proved feature films on networks. 

Here's why agcncymcn consider Wizard so important: (1) it's American-made (2) the 
period is prime time, and (3) it's pitted against normal competition. 

Says an official of an agency doing about $80-million in tv: "H Wizard of Oz beats nor- 
mal competition decisively, we'll again ask several of our clients to consider co-sponsoring 
a few of the ultra-boxoffiice features still in the vaults.'' 
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These are the days that try the souls of agency Iv heads. 

Practically all the new show ratings this fall either are disappointing or apprecial)ly 
below expectation. 

So the top programing minds of several agencies are scrambling toward Hollywood 
with a pulmotor. They hope to save filmed stuff not already in the can and pump oxygen 
into live shows whose format is unimpressive. 

The tv stakes in terms of billings are tremendous, of course. Agencies with faltering 
programs can't afford to wait much longer for audience accumulation — or nurture the hope 
that the likes of Laurence Welk are soon bound to lose their mystic magnitism. 

These likewise are the days that are calculated to give agencies an opportu- 
nity to prove tliat the 15% they collect on packaged programs is eminently 
justified. 

Meantime, there is this silver lining: in some agency tv departments, veterans of radio 
days are still around: they remember how to take crises in stride and get faltering pro- 
grams on the rails with deft and authoritative nurturing. 

Apparently, the old hands are moving upstage again, and the slide-rule boys 
are begiuing to find themselves in the wings. 

Note that the meeting of the Assn. of National Advertisers in Chicago last 
week restored broadcast media to the agenda. NBC Radio's new concept of "Imager)' 
Transfer" got quite a play. 

M. H. CuUigan, v.p., in charge of the NBC radio network, hammered out doUars-and- 
cents sparks with his exposition of the "imagery transfer" tool. Radio, he said, is the per- 
fect medium for projecting to the "top of the mind" images that the consumer has set up 
regarding an advertiser's product and then spurring him to act on this recollection. 

Meantime, Richard A. R. Pinkham, NBC v.p. in charge of advertising and promotion, 
claimed that color tv is moving at such a pace that Sponsors will be investing S150- 
million in network color by the end of 1957 and $600,niillion by 1960. 

The only time the 15% commission came up at the advertisers' Chicago get-together 
was via this progress report: Albert H. Frey, Dartmouth professor, had been retained to 
make an objective study of the modem agency functions and services so the ANA special 
study committee on agency participation methods will be in a better position to 
determine the value of the modem agency's contributions. 

Feature pictures "fronted" by local personalities may prove an effective combi- 
nation for national spot accounts. 

John Cole, media director of McCann-Erickson, Chicago, feels the idea has a two-fold 
value because of: (1) integration of familiar people into the show, and (2) availabilit)' 
of a live person to give the commercial, lending endorsement of the product. 

CBS TV advertisers are going to get the biggest co-op audience promotion 
campaign the network ever has staged. 

Nearly 100 stations have been lined up to participate in "blitz" ne\sspaper advertising, 
set to roll immediately after the elections. 

The campaign entails 3,000 to 3,500 insertions in 300 to 350 newspapers; 400-line ads 
seven nights; supplementary layouts highlighting Monday through Friday daytime programs, 
Saturday daytime shows, and S»nday lineups. 

The changeover from daylight time in many areas is another factor in the 
scheduling of the splurge. 

Leave it to Gillette to come out with some new merchandising twist before con- 
sumer interest in its previous sales hypo fades. 

The new item that Gillette is putting on the market is a prestige razor. It comes in 
three pieces and sell for $7.50. 
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SPONSOR-SCOPE continued 



Testing is now going on via tv spots in Milwaukee and Fresno. Maxon, rated as one of 
the most conscientious merchandising agencies in the business, has Ray Stone doing the time 



contractmg. 



In marketing circles Gillette, which spends around GS^o of its $17-million budget on 
air media, is respected as a counter display snatcher. Its chief device: new promotions at 
well-timed intervals. 



Media planners will want to take a close look at Nielsen Coverage Service No. 
2, ready for subscribers next week. Here's why: 

1. It makes possible more precise comparisons between station coverage profiles. 

2. It gives a sharper picture of the differences between day and night viewing 
and listening. 

Nielsen started this type of probing in 1952. Now, when you see study No. 2, you will 
note tliat: 

The pre-l'reeze tv stations (there were 108 of them in 1952) have held up espe- 
cially well in coverage command. As a whole, they bettered their coverage by 50fo 
daytime and 60^0 nighttime. Those with the biggest improvement had changed to a better 
position on the dial. 

As daytime programing expanded, viewing per home went up — but, curiously, the bulk 
of this increase went to one or two stations in a market, instead of spreading over the 
field. (Likely reason for this: CBS consistently has been in the vanguard of daytime progreim- 
ing; NBC's current push in that direction perhaps wouldn't show up in the figures). 



There's plenty of prime time to be had on CBS TV. 

You can take you pick of four half-hour alternate sponsorships and, if you pass muster 
with Westinghouse, you may support Studio One alternate weeks. 

Monday night there's Talent Scouts (8:30), Oh, Susanna (9:30), and Studio One (10). 
Tuesday it's a 10:30 show not yet set by L & M cigarettes. A half hour of Arthur Godfrey 
Time (8:30) is open Wednesday. 



Bill Craig, who ranks as the biggest buyer of radio and tv shows and commerciale, is 
leaving Procter & Gamble to do business on the other side of the counter. 

He joins the William Morris talent agency 15 November as coUegue to Wally Jordan, 
v.p. in charge of tv and radio sales. 

As a sidelight, Tom McDermott of Benton & Bowles and Red Erickson of Young & Rubi- 
cam are giving Craig a party "to meet agency people." Craig should feel right at home 
when he gets there ... he has been dealing with only seven agencies while at P&G. 



Scott Paper, Madison Ave. feels, has its ear open for a bid on its $10-million 
advertising-promotion budget. 

What makes the situation interesting is the fact that the chairman of Scott's present 
agency, J. Walter Thompson, is a Scott stockholder and director (Stanley Resor). The 
account has been with JWT since 1927. 

Observers think Scott's receptive mood may stem from (1) the question of the extent 
an agency should participate in marketing, and (2) some changes in top management. 

Related financial facts about Scott: Net sales for the fiscal year ending 30 June were 
$133,441,349, as against $125,826,112 for the preceding year; income before taxes was 
$23,161,753, compared to a previous $23,104,714. 

In the first half of this year Scott spent about $3.5-million in network tv. 

CopjTlrht 1956. SPONSOR PUBLICATIONS INC. 
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On keeoins lean,.. 



Some l)usiiu'ss(>s ('tis sad but tnio!) 
Cirow l)iK iiiul fat — and lazy, too. 

But wliy lose all tliat vim and viucr 
Just bocausG ono's f,'(>tlins bis^Of'? 

It's not inipossil)lc<, \v(< iiu>an. 

To t,'ro\v (initc large — and yet keep loan. 



Young & Rubicam, Inc. 

ADVERTISING 

New York • Chicago ■ Uotroit • San Franoiaro 
Los Angeles • Hollywood • Montroal • Toronto 
Moxiro City • Sjm Juan • London 



SI'ONSOK • 27 OCTOBKK 1956 




RADIO 
can be SEEN 
AND HEARD 



0\('r two niillioii Southern 
toiiiijiiis liinc ."^ICEN as well as 
heard diirin<j- 

^lost of llieui ha\"e met jx'ripatctie 
Stn Wil>()n. special events director 
of tiie Cataiiiia Station, at scores 
of County Fairs and Civic ceie- 
brations in ail eij^ht Southern 
Calil'ornia. counties. ('IMiat's Stu 
abo\(', pictured with the Volks- 
wagen mobile radio studio in 
whicii lie and his fellow I\H1(! 
disc jockies !)roa(lcast away i'roni 
home. ) 

Tiiousands ii.-nc \isited KBKi stu- 
dios on ("atalina and watched or 
participated in Carl liailey's "inan- 
on-the-dock"" show at A\"ah)n pier. 

Clinia.x of KKKJ's year-round phi- 
losophy of !)rint;injj- radio to the 
people was orijjinatiou of ALL 
proijranniiinjj lor se\('iiteen days 
before a million visitors at the Los 
Ausjeles County fail', world's 
lartjest. 

With Fair season concluded, KI'Kl 
now IS injectin<r excitement into 
its basic I'ormula of "the music you 
like and just enoiiirli news" by 
broadcastin.sr nine Saturdays of 
]'acific Coast Conference foot- 
ball . . . littinsj companions to 
KHI(;'>, spriu<j- sports Iieadliuer. 
the Indianapolis .")0() .Mile auto 
race classic. 

Any KliUi or Weed man will be 
f^hid to interpret how this vibrant 
station personality (its the \itality 
of ><)iir ad\crtisiii":. 




JOHN POOLE BROADCASTING CO. 

6640 Sunsot Blvd.. Lo« Angeres 28, California 

T*l»pfton* HO/fywootf J-320i 

Hat. Rep. WEED and Company 



Timebuyers 
at work 




Murray Roffis, broadcast media su|)er\isor at McCann-Erickson, 
New ^ ork. predicts that 20-sec()nd chainbreak announcements will 
become antiquated in radio in the not-too-distant future. He 
points out that this ty|)C of announcement was jDrincipally de- 
signed to secure adjacencies to high-rated network programs. But 
tO(la\, he sa\s. "with an ahim- 
(lance of local music and news 
programs in most markets, the 
necessitv for 20-sec()n(l chainhreak 
copy no longer exists in the l)u\ ing 
of s|)ot radio. In addition, he con- 
tinues, "these 2()-second announce- 
ments arc not |)ractical buys." He 
cites as the reason the fact that 
many stations charge the same 
rate for a 20-second cliainbreak 
announcement as the\ do for a slot 
of 60 seconds" duration. RofTis' 
feeling is that if a shorter announcement is needed to function as a 
reminder message, the timehuver should consider the "quickie or fO- 
second message. " This," says he, "will fill the hill at less cost and 
in addition it will |)eriuit the bu\er to |3urchase a schedule of 
much greater frequency. .Many agencies are already aware of this, 
hut for the sake of economy others should recognize this fact." 



Don Foote, all-media bu\er at Erwin, Wasey & Com|3aiiy, Xev 
\ ork. from liis exjierience says, "A huver should never forget that 
the |3ur|3ose of s|)ot bu\ ing is to sell a ]noduct, not to |)ile up 
rating |joiiits. Commercial cfTectiv eness can often be lost in high- 
rated morning radio time which often features a connnercial every 

three minutc> and allows only a 10- 

O minute separation between eom- 
|)etiti\ e products. This same loss of 
efTectiv enes> can hold true for 
commercials slotted back-to-bnck 
ill television movies. A buyer 
should attempt to educate his ac- 
count group and client to the fact 
that the highest rated time jieriod 
mav not Jiecessarily he the best. 
Buvers should also attem|)t to per- 
suade the client to allow them more 
flexihilitv in the |)urchase of media. 
ln>tead of having to purchase |)Oor adjac-cncies. a buyer should be 
allovsed to s|)en(l the tv dollars allocated to a market in another mcdi- 
mn. It mav then he i)ossible to schedule 20 or 30 radio anuounee- 
ments or l.OOO lines in newspa|>er- for the ct>?t of one tv |>eriod. If 
an advcrlix'r v\ill give the timehuyer this t)|)e of llcxihilitv, he v\ill 
find himself with a v erv definite advantage over his com|)etitors," 



I 
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Market figures prove families living in 
WXEX-TV Grade B area spend 17.9% more 
on autos"^ than families in Grade B area 
of any other Richmond market TV station 



Amount Spent on Autos by Grade B Area Families 



Percentage 



WXEX-TV 
Station B 
Station C 



$170,145,000 


100% 


$139^070,000 


81.7% 



82.1% 



^Automobiles, tires, batteries, accessories 
Source: Sidney Hollander Associates 





Tom Tinsley, President 



NBC BASIC-CHANNEL 8 



Irvin G. Abeloff, Vice Pres. 



National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington. 

Forjoe & Co. in Chicago, Seattle, San Francisco, Los Angeles, Dallas, Atlanta. 
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^nto Nevvsfibn's four big processing 
centers pours more than a mile of 
film a day . . . speeded from some 250 
camera correspondents throughout 
the world. This footage, equal to two 
full-length feature films each day, 
is expertly edited to select only the 
very best footage for each news story. 
Then the final result — 12 minutes 
a day of complete world news coverage 
—is rushed direct to you.* 

It's the best news in television, 
because it's the only syndicated news 
service that's produced exclusively for 
television station use. Newsfilm 
is planned, shot, scripted and edited 
for home viewing, not movie screens . . . 
and is produced with the needs of 
stations and sponsors in mind at 
every step. The result is letters like 
tliis one from krnt-tv, Des Moines: 
"Newsfilm service is excellent and 
gives us one more exclusive feature 
with which to impress our viewers and 
clients. The viewers must be impressed, 
because Russ Van Dyke's nightly 
news-weather program at 10:00 pm 
pulls ARB ratings of 43 and better . . . 
winning 77% of the audience (in a 
tliree-station area). It's the highest- 
rated program among all multi- weekly 
programs in the Des Moines area. 
And our sponsors must be impressed, 
because this show went on the air 
sponsored and still has the original 
two advertisers it started with!" 

NewsfUm, a product of CBS News (the 
top name in broadcasting journalism), 
is available to all stations. For details, 
call the nearest office of . . . 

CBS Television 
Film Sales, Inc. 

*0f course, not all of the edited-out footage "dies 
on the cutting-room floor." Much of it is cjirefuUy 
filed in Newsfilm's vast library for subscribers' 
future use ... as background material for special 
commemorative news programs. 



PACIFIC NORTHWEST'S 




Combine Massachusetts, New 
Hampshire, Connecticut and 
Rhode Island and you'll ap- 
proximate, in area, the tre- 
mendous new market created 
by the KIMA-TV, three-station 
network. No other single med- 
ium in the Northwest delivers 
a market as large (over 40,- 
000 square miles), as rich, as 
valuable as EXCLUSIVE! 




IVfARKET DATA 

POPULATION 



lUrbon Populolion 
IRurol Populol.'on 
FAMILIES 

EFFECTIVE BUYING INCOME 
CROSS FARM INCOME 
"ETAIl SALES 

food sales 
general merchandise 
drug sales 
autom.otive Sales 

I Source 1956 Survey of 



511, 875 

249,975) 
159,925 
5859,218,000 
5334,735,000 
5632,561,000 
SI35,6M,000 
5430,890,000 
5 21,335,000 
5' 23,748,000 
Buying Power) 



Taklma, Wathlngton 

KEPR-TU ^ KLEW-TV 

Pout, Wmli. 



WEED 



Pocif.c Nonh 



TELEVISION 



ART MOORE 
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Agency 




Tv is rediscovering half-hour shows 

by Bob Foreman 

lis been some lime now since I've expeiuleil 
wortb on color lcle\ ision which ma\ aj^pear to 
the eager ihrong lhal awaits ihcse cfforls as if I 
am Tieilher iiilereslcd nor impressed h) ihe phe- 
nomenon. This is nol I he case. I am conslanlly 
enthralled by color. For example, a few hours 
before 1 began to pen this very item 1 spent an 
honr and a half with full color, watching Mr. 
W^inchell's first show — halfdiour in length — followed b) Dinah and 
Frankie who gamboled for 60 minutes in a onc-a-nionth spectacular. 

Since we are discussing color I'll hew to that line. Tlie color was 
ricli. realistic and deliglitful. I did notice that some adjustment 
was necessar\ wlien the first show telecast in New ^'ork switched to 
California for the second. Instead of being obtrusive, as so much of 
the color programers insisted on making tlie colors themselves at the 
beginnings of color telecasting, the tones were a])propriatc and nat- 
ural. Dinah's red dress was breathtaking. 

On the Wincliell show the commercials were done live on tlie set, 
integrated, and hence in color. Tlie cross]ilug was a black-and-white 
film and by contrast looked sorry indeed. 1 realize that it isn't \et 
worth while, on a cost -per-1, ()()() basis, to do cop) in color; how- 
ever, for the few who saw the contrast, it was marked indeed. 

This juxtaposition of a half-hour program to be broadcast on a 
weekly basis and a "spec'" to be slotted once a month brings me to 
Point Two of this tract. But before arriving there, let me conclude 
my remarks on color with tlie fact that HCA. \BC and CBS are to 
be complimented on the amount of color programing these da)s. 
\othing else, including four-color brochures, will do one-tenth as 
much to stimulate this new dimension in tele\'ision and in adver- 
tising. 

\ow for Point Two — 1 was struck by the vitality of the half-hour 
format, from an advertising stan(l])oint, in contrast to the once-in-a- 
while or once-in-a-month hour. \ot that the Shore-Sinatra show 
wasn't great. But under the Wcav er-ABC aegis, it was ])olitic to 
frown on weekl\ half-hour telc\ ision ])rograming. \\\)r(l got around 
that this was a doomed approach to the medium — old-fashioned, 
bad ])rograniing as well as incllcctual advertising. The critics added 
their agreement. 

Man) of the j)e()])lc in the networks were starting to fall for this 
malarkc) ; c\en those who didn't have to subscribe to the premise. 
Tli<> agencies, too, were climbing on the bandwagon. 

All this des])ite the fact that the big ratings were consistent!) ac- 
cruing to half-hour stan/as and also on an ciricienc) basis, cost-|)er- 
M or sales indices or w liat-have-you. the weekly half-hour was still 
to]is. Of course, the news])a])er columnists. num\ of whom care lit- 
tle about ad\ertisiug I which makes the whole thing ])Ossil)le in addi- 
tion to their salaries), still bu/zed about like angry gnats condenin- 

(Tiirn papc) 
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Sa.ies--A.Gti-v-e oi:isroinsr2sr-A.Ti ! 



Represented by the Katz Agency 
Exclusive CBS Schedule 



FOR CINCINNATI. THERE'S ANOTHER KEY' 



(•FOR CINCINN/ 




To spark counter sales with a sky-high kick, 
use WKRC — the station that's active in radio in a 

RADIO-active market! 
Yes — there's Sales Uranium in those seven 
hills of the "Queen City ot the West". 
They're clicking like mad these days. 
Let Cincinnati's dominant radio station be 
your guide . . . show you how to dig — and where! 

For, radio-active WKRC is one key to the 
SALES-ACTIVE Cincinnati market.* 
Get the facts from Katz! 



Ken Church, Manager, National Sales • Don Chapin, Manager, New York Office, 550 Fifth Avenue 
Radio Cincinnati, Inc. . . . owners and operators of WTVN and WTVN TV in Columbus. Ohio 
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SOON! 




Gom 






^^^^ MUSCLE 

FOR GOLDIE! 

Starting in November... 
KHSL-TY, the Golden Empire 
Station in Chico, California, 
will increase to MAXIMUM 
POWER - 316,000 WATTS. 

KHSL-TV has always been 
the dominant television sta- 
tion in the rich. Golden 
Empire. 

Now, with Maximum Power, 
Goldie's KHSL-TV will give 
more viewers an even 
stronger, clearer picture . . . 
and deliver commercials with 
more impact. 

KHSL-TV sells this big, grow- 
ing 20 County area most 
quickly, most effectively. 



-.most economically. 



■ V 



KHSL*TV 

CHANNEL 12 

THE GOIOEN %tkMOH 



180 E FOURTH STREtT, CHICO, CALIFORNIA 
CBS and ABC Network AfTiliole 
REPRESENTED BY AVERY-KNODEL, INC. 
w York . Chicoqo . Dollot • Allonio • Los Angelei 
SAN FRANCISCO REPRESENTATIVE 
Golden Empire Broodcotling Compony 
George Rots, Nollonol Solci Manager 



ing the lack of originality of thofe ulio LMiiharkecl on half-hours and 
those who bought into them while they kej)t up the hue and cry for 
great spectacles regardless of cost factors and advertising ineptitudes 
(such as lack of continuity, association, economy). 

lt"s gratifying to learn that the climate seems different these days. 
Folks are rediscovering the halfdiour. ^ot that there was much 
great new j)roduct in the half-hour length made a\'ailahle for this 
new season. To the contrary — it was in general pretty ordinary. 
The fault. houe\er, does not lie in any limitations of the 30-minute 
format hut to the people turning out the shows. For some reason 
(mayl)c they were scared to let go) there wasn't much either new or 
ingenious although 1 read that some of the syiidicators maintain 
they had designed the finest product known to man. 

Despite this, howe\er, I helieve next season will see a re-affirma- 

tion of the half-hour show: more of it rather than less, and what 

turns up will he hettei" than e\er. The non-network jiroducers will 

he encouraged to do hetter. The networks will he more tolerant of 

the half-hour itself. Hence I look to a decided improvement. We in 

achertising will welcome this. 

« « * 

This 1 understand is the first week of the \\cekl\ issuing of 
si'OiNSOK. 1 think this is a fine idea and it must he most gratifying 
to the publishers that the demand both from a circulation standpoint 
as well as an ad\ertising one has forced the book into doubling its 
pnblication. As far as my own public goes, this myriad group will 
be happy to learn that they will he getting some relief from me. since 
1 11 appear oid\ every other week. The editors. h()we\er, were kind 
enough to ask me to contribute one of the aho\e gems on a oiice-a- 
week basis hut 1 honestly didn't feel up to the chore. See yon two 
weeks from toda\. ^ 



''An adman ad libs on tv'' 

A 192 jKige book of selected Foreman columns from 
SPONSOR will be released bv Hastings House. Publishers. Inc. 
early this l)ecend)er. Hob's pungent commentaries on the 
broadcast industry and his keen analysis of its problems 
will be illustrated by Al "Sormandia. 

The hook, excerpted from columns which appeared in 
8in),\S0R o\er the last fi\e years, offers an o-fold approach 
to the media : 

( I I I be agency and its denizens 

l2l \uts. holts, commercials 

(.Si The audience, confound "em 

( 1.) Sponsors, the care and feeding of 

( .'i I Phe fine art of \ i(leo 

(6) Hesearch -if \ on can call it that 

(7) The one without pictures— radio 
(!) I Color or hue. whew ! 

It adds up to an ency ch)j)cdia of entertainment and in- 
formation. 192 pages, illn-trated. will retail for Sk.iO. 
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WORKING PARTNERS 




FRANK HEADLEY, PresidenI 
DWIGHT REED, Vice President 
FRANK PELLEGRIN, Vice President 
PAUL WEEKS, Vice President 



In the "Rep" business you keep orders flowing into 
your stations or you're in a "jam." Getting orders takes 
smart headwork . . . fast footwork . . . and lots of 
plain hard work. That's why, when as a group of 
mature, sales experienced partners, we started H-R, 
we all agreed to be working partners. 

The record shows that many radio and TV stations 
favor this kind of mature, two-fisted representation. 
That's why we have such a fine list. And to keep orders 
flowing into these stations, the partners who head up 
this firm, are still working partners . . . and we still 
"always send a man to do a man's job." 



80 Modiion Ave. 35 E. Wocker Drive 6253 Hollywood Boulevord 1 55 Montgomery Street 4 1 5 Rio Gronde BIdg. 1 01 Morletto Street BIdg. 520 Lovett Boulevord 910 Royol Street 

•lew York 17, N. Y Chicago 1 , lllinoii Hollywood 28. Colif. Son Fronclico. Collf. Dolloi. Texoi Atlonto, Georglo Room No. ID Conol 3917 

)Xford 7-3120 RAndolph 6.6431 Hollywood 2-6453 YUkon 2-5701 Rondolph 5149 Cypreis 7797 Houiton. Texoi New Orleoni, lo. 

JAckion 8-1601 



RADIO 



TELEVISION 
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Guild Films 
Offers A-Time 
Programming 

For Every 
Station Need 

Guild Films mokes ovoiloble to you this 
A-time programming for ony slot you moy 
wish— morning, ofternoon or evening. 

Write, wire or phone us now for full focts— 
and for our reolistic, down-to-earth prices. 





MOl.l.Y ( riu- (;()ldl)«-rf;>) 
1)1 FFY'S TA\ KKN 

(2(< ill I'liliir) 

LIFE Vi llll KLIZABETII 
JANET DEAN 



rO.NHAI) NAGEL 
TIIEATEH 



370 

CARTOONS 



WALTER LAMZ 
<;AinOOMs 

Mith 

()f<huI<I IIic l(;lliliil 
l*i<iii'lii<- tlic l*ii|i 
M<'iiii>, Miiiv ;ii«l Mm' 
iiiid tl«' 






49th and 
Madison 



Changing role of the rep 

1 was most interested to ^ee M'ON- 
bOK's wonderful article, "'Tlie changing 
role of the rep" in }our 1 Octohcr 
issue. 

All loo often, the station rep is given 
little credit for his valuahle role in 
the growing spot and television phase 
of our husiness. Clients, agency man- 
agement and the people hack at sta- 
tions across the country can now 
appreciate the complicated and detailed 
sales joh which reps fulfill, sponsor. 
as always, is the hest magazine in the 
broadcasting husiness. 

Roger C. Bu instead, rrted. dir., Mac- 
Muniis. John & Adams, Xcw York 



How to get rich In tv 

I feel that I should warn you that 
V\e retired from my mink-lined suite 
of odlees as tv copy chief of Benton 
and Bowles, to spend all my time 
writing. 

Simon and Schuster, sending my 
need for luoney. ha\e managed to 
wring another hook out of me, called 
"How to Get Rich In Tv— Without 
RealU Trying.' 

Hiis hook can destroy our world as 
we know it. The dangerously clear 
(■n>e histories and the all-too-gra])liie 
diagrams can turn anv tv \ie\\er. no 
mailer how advanced the condition 
has become, into a tv iiif-ic'ei. rich, 
powerful, sought after. \o one will be 
left to watch. W, >o rapidU becoming 
a major induslr\, will collapse, and 
with it a whole way of life. 

Siiici'iiKiJi) Mead 
Dou^laston, Sen- ) orlc 

9 'M<'a»I Hiii'.l Im- •.tii|<|H'i!. We kiii-\* Uv m a« 
il;iHKi-ri>iis \*I<<'ii !<<• Mriil<* tii SiuTfi-il in 

ltii..iii<>.s?. \\ itli«iit Iti'ally rr\ii<f;** jimiI *''1 1<i' IliK 
lliill <if \\ ax" Iiiil M<iw 111'';. fjiiMi- liKi far. 1 ii 
iMarxhall tv f»irci'.. fiir a i-oiiMli'r-alla<-k. \*<''I1 
i':<rrv ^ (-l<-rt i<iii> froMi liin lat<'»t |i;<mi|<1i1<'I ii< a 
future i»'-ui'. 



Radio and tv basics 

I know it's a little laic but eoiigrat- 
ulalioiis I understand are always in 
order. Please accept mine for a terrific 



job on \our "Radio and Tele\ ision 
Basics." The\ are simply great. 

Meh in A. Goldberg, dir. of research 
ircstinghousc /feasting Co., A'. 

• You're not alollf. M<'1. r<>(llli>sts are still 
eoiiiiH!: ill for SPO\S(>H*s l{a<lio, Tele\i-ion an<l 
l'i!H< Mamies. Limited i|uant<ties are mow avail- 
alil. at .'}(>e a eopy for l{a<lio and Tv Itasics sn<l 
'2^c a eo|<j for l-'ilin llasies, Vur vo1iiii<e orllers 
(1(K) aii<l over) thi' e«^t is 2(>e |i<-r eo|<v. 



Request for a new column 

In renewing as a subscriber, ■we 
would like to make one suggestion: To 
make jour new format all-inclusive, 
please try and include one page de- 
voted to current, new radio spot cam- 
jjaigiis being placed on independent 
(as well as network) stations. 

James Wilson, manager 
IFA \D, Canton. Ohio 



# l{i*a<ier W ilsoii ^ets liis Hlsll, l*lease turn to 
jia^e for a new featiir<'. Sjiot Itiiys. 'I Iiis eoliinin 
ilK-llldes l<<ith ra<lio l'C t\ s|<iit liuv 



Negro section letters 

I wish to compliment )ou on the 
excellent treatment of our interview as 
c\ideneed in the 17 September Negro 
Radio issue of SPONSOR. 

You certainly got the "meat" out 
of our talk — and it couldn't ha\e been 
written any more intelligently or 
clearer. If the assignment were mine, 
I wish I could ha\e done as well. 

Jack L. Matthews, dir. of media 
Clinton E. Frank, Inc., Chicago 



Some of our clients who saw the 
Negro Radio issue were interested to 
see in ])rint how mam other com- 
panies were beginning to explore the 
field in which we had long ago helped 
them slake their \ er\ Mibstanlial 
claims. 

Thanks to Jane I'inkerloii for the 
accuracv of her (piole from nic. . . . 
And aside from this personal reaction, 
e\ery one in the trade agrees with me 
that this is the b(?st sumniarv to date 
of the \egro market media situation. 
I'll use it for reference until your next 
"Negro issue. 

M VDi.LKiNK Alt.ison. media director 
llerschel Z. Deiitsch. AV;<' )'ork 



GUILD 
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4(0 PARK AVENUC, NEWYOIIK|2 2. 
MUDIIAY Hill l'S36S 
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Congratulations on the special issue. 
All of the sections eonslitiile good, 
concise rejjoiting. 

I can't help hut fool tliat a great 
deal of the "As aduien sec it" section 
is the analytical research conclusion of 
the person or staff that prej)ared the 
sertion. 

The hook is a must for every station 
operator who is programing for the 
Negro market. It will helj) him learn 
the jjotentials of the market and his 
resjjonsibilit) to its audience. 

M. S. NoviK. radio consultant, 
iXeiv York 



In your recent Negro Radio issue 
you list W'WEZ as 100'"^ Negro pro- 
grained out of 126 hours j)er week. 

'I'his misinformation has gotten into 
the hands of advertising agencies and 
has been most embarrassing to us and 
our representatives and ue cannot 
understand just where you secured this 
information. In our broadcast week 
we carry a total of 24 hours per Aveek 
of Negro apjjeal programs. 

We appeal to all classes and this sta- 
tion is not segregated to any one par- 
ticular class. This formula has worked 
out for us over 25 years in the radio 
business. 

This misinformation has cost us 
some national business through our 
national representatives and we would 
appreciate your retraction and correc- 
tion of this at your earliest possible 
con\enience. 

Joe A. Oswald, general manager 
WWEZ, \eic Orleans 



AM 



BUY 



IN WASHINGTON 




The MIDDLE of Washington State, a 
growing economy based on diversified 
agriculture* and metal industries. t 

* The Apple Capital of the World, plus 
1,000,000 new acres of irrigated 
form lands. 

t Alcoa, Keokuk Electro, and other metal 
industries have selected Wenatchee 
plant sites due to low-cost hydropower 
from the Columbia River dam system. 
More are coming! 



The AA STATION 



That's AUDIENCE APPEAL: 

We program to our audi- 
ence, with SELECTED top 
network programs plus lo- 
cal color . . . music, news, 
farm shows, sports — the 
things people call about, 
write in for, and partici- 
pate in. 



I have just had the opportunity to 
glance through your special section on 
Negro Radio and I notice what I con- 
sider to be a very^ serious error and 
one which demands immediate correc- 
tion. WWEZ is not lOO^r Negro pro- 
gramed and in fact oidy programs 
three hours of Negro in the afternoon 
and three hours at night. 

On jiage 22 you show under New 
Orleans as lOQTf programed stations. 
\^^IRY and WWEZ. I believe that by 
doing this you have created greater 
confusion in an already confused 
situation. 

Mort Silverman, exec. v.p. & gen. 
manager, WMRY, Sew Orleans 

• SPONSOR regrets llie iuadverlriit li^tin^ of 
\S ^ FZ. IScw Orleans, as 100% Nepro prograiue^l ; 
actually only about 20% of its time is tle>ote<I 
to Nepro programing. 



KPQ's 5000 W, 560 KC combination gets 
way out there, covering Central Washing- 
ton, parts of Oregon, Idaho, and Canada. 
We know because of our regular mail 
from those areas. Then too, we have no 
TV station here, we're separated from 
Seattle by the high Cascade mountains, 
and we're many miles from Spokane. 
YOU CAN'T COVER WASHINGTON 
WITHOUT GETTING IN THE MIDDLE, AND 
THAT'S KPQ - - Wenatchee, Wash. 



GUARANTEE 

TO OUTPULL all other 
North Central 
Washington media 

TWO to ONE 



National Reps: Regional Reps: 

FORJOE AND CO., INC. MOORE & LUND, SEAHLE 

One of the Big 6 Forjoe Represented Stations of Washington State 
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Ilerp are srenes from some of KPIX's rorent good mixing activities. 
Top row, left to right: (1) Dir<!<?tor's view of "Ten Seconds to Ijive," 
part of Channel 5's continuing study of the Bay Area's transporta- 
tion crisis. (2) Sandy and Faye enjoy an authentic luau on "This 
Morning." (3) Announcer, director, Phil Lasky and Hal March 
huddle before March's emceeing of HIG MOVIE contest award 
reremonies. (1) "Decision or Dilemma — The Facts About Rapid 
Transit," San Francisco's first television editorial. 

Second Row, left to right: (1) Captain Fortune in a rare serious mo- 
ment. For five years, the Bay Area's number one children's attrac- 
tion. (2) Stanford University Summer Institute to which KI'IX's 
staff annually devote over 200 hours of planning and instruction. 
(3) CBS President, Frank Stanton and Thomas li. Dewey join the 
regular "Face the Nation" staff after one of the "Nation" telecasts 
originated by KPIX. (4) Westinghouse's own Betty Kurness at the 
Cow Palace. (5) "Deputy Dave" with his musical history of conven- 
tions, campaigns and Presidents. 

Third Row, left to right: (1) Siibjt>cta of His Honor the Mayor's 
otficial "I do Wolo" Day proclamation, were KPIX's Wolo, puppet- 
master of the West Coast and his friend, Aloysius. (2) "Kveryman's 
Religion" remote telecast direct from the flight dock of the aircraft 
carrier, Essex. 

liottom Row, left to right: We wore there . . . helping CBS-TV pro- 
duce "audience preferred" convention coverage. (2) Recently, KPIX 
originated a full week of Arthur Godfrey's shows. (3) Kirk Douglas 
as the "Champion." One of KPIX's complete new library of great 
feature tiliiis. (4) Louie Jordan's Band blows up a storm on the 
"Del Courtney Showcase," San Francisco's top, live variety show. 




I 




GOOD MIXERS! 



Above all, KPIX believes that truly outstanding television 
can only be achieved through the efforts of "good mixers." 

"Mixers" who start with the pace-setting entertainment 
and educational programs of the CBS Television Network, 
add their own award-winning local, live community service 
and commercial productions, the cream of the syndicated 
packages and the finest feature films available. 

"Mixers" who add a bright bit of showmanship to every- 
thing they do. 

"Mixers" who think of their medium as probably the 
most influential community force and respect and treat 
it as such. 

"Mixers" who know that a sale doesn't end at the con- 
tract signing . . . who know that exciting audience promo- 
tion and sound merchandising are the keys to the real pay- 
off in this, the most powerful selling tool of them all. 

In short, "Good Mixers" who personify the bold thinking 
that guides the Westinghouse Broadcasting Company . . . 
"mixers" ready and able to help you solve your selling 
problems. 

Call Lou Simon, KPIX Sales Manager, or your nearest 
Katz representative for availabilities or more information. 

In San Fi'ancisco, no selling campaign is complete 
without the WBC station . . . 




WESTINGHOUSE BROADCASTING COMPANY, INC. 



RADIO 
BOSTON — WB2 + WBZA 
PITTSBURGH — KDKA 
CLEVELAND — KYW 
FORT WAYNE — WOWO 
PORTLAND — KEX 



TELEVISION 

BOSTON — WB2-TV * 
PITTSBURGH — KDKA-TV 
CLEVELAND — KYW-TV 
SAN FRANCISCO — KPIX 



KPIX REPRESENTED BY THE KATZ AGENCY. INC. 
ALL OTHER WBC STATIONS REPRESENTED BY PETERS. GRIFFIN. WOODWARD. INC. 



It's very nearly unanimous now 

Minneapolis-St. Paul 

Latest Hoopef Says: 

WDGY 
FIRST 

Among; all Twin City stations 
all-(lav-av('ra"e 3Ion(lav-Satur<lav 





Latest 

Mel sen** says: 

WDGY FIRST 

\iii()ii<i T\\iii C]ily 
iii(lt>peiulenls 

() \.M-12 inidniglU 

Moiida) -Suiula\ 

I \S1 total area, too! ) 



I J^ccoiul oiiK to one ?tation 
on (la\ -ni<;lil. \veek-lontr 
average I 



Make sure \ on luive llie up-to-date. Ticin City 
radio -tor\. TInie> lia\e chanjied. and so ha\e audience 
luihits. Clieek tlie latest audience facts witli 
(icncral Manajrer Ste\c l.ahunski or \onr Blair num. 

* iiiu.-Sip. Ifooprr '"June Mdscii *"* July-Aiif;. I'lilsc 



Latest 

Pulse*** says: 

WDGY FIRST 

Among all Twin City 
stations 12 noon-6 PAI 
Saturda\ s 

FIRST 

/Xinong all independents 
() AM-6 PAI AIon.-Fri. 
6 \AI-12 noon Saturdays 

I Onl\ 4 share points 
hehintl top station 
12 noon-()T'M AIon.-Fri.) 




WDGY 

Minueapolis-St. I'aul • 50.000 watts- 

and almost pei fect-cii ele davtime co\ erage 



Today's Radio for Today's Selling 

WDCY WHB WQAM 

Minneapolis-St. Paul Kansas City Miami 

Represented by John Blair & Co. 



President: 
TODD STORZ 



KOWH 

Omaha 



WTIX 

New Orleans 



Represented by Adam Young Inc. 
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THE AGENCY RETURN TO 
TV PROGRAM CONTROL 

It's <j;ainiiin; nionientum in major shops but the pattern differs from 
radio. Agencies seek supervision rights without full prochictioii headaches 



^Vgency tv directors are rolling up 
their slee\es and getting back into 
show business again. 

For the first time since the heyday 
of network radio, major agencies are 
creating and developing new program- 
ing on more than a sporadic basis. 
But 1956 isn't 1946. The agencies have 
learned that they don't ha\e to do the 
packaging themseKes to shape and 
control shows. 

The shift did not come suddenly. 
From a slow start earl) in 1956, agency 
interest in production has picked up 
momentum this fall. It has taken this 
form: (1) More agencies now work 
with independent packagers uhile the 
show is in production. (2) Increas- 
ingly, contracts between agencies and 
outside producers give the agency ex- 
plicit script and cast control, though 



agencymen are assuming this respon- 
sibility e\en when the contract doesn't 
spell it out. (3) Agency management 
is now looking for men with show 
business background. 

E\ents in the industry expedited the 
agency mo\'e-in. Client questioning 
about 15'^f eonnnissions on packages 
agenrics mereK selected, did not pro- 
duce, lit part of the fire. (For rlient- 
agenc) \iews on package show roni- 
missions. see 5 and 19 March issue. I 

But there's more to it than that. This 
\ ear the agencies ha\ e a better chance 
to get shows on the networks. The 
growing strength of i\BC TV has made 
network tv less a sellers" market. And 
for other reasons, including the atmos- 
phere in W^ishington, the networks 
this fall have accepted more outside 



packages than in the recent seasons. 

Without actuallv becoming full-scale 
packagers, most of the major agencies 
are getting a tighter grip on scripts, 
cast, entertaiinnent \alues. This con- 
clusion emerges from talks vvith t\'- 
radio v.p.'s at agencies which together 
place more than S(V [ of all network 
tv advertising. 

Here, in more detail, are the \ iews 
that agenc) men are expres'^ing. both 
on and ofT the record. 

Ih)vv sIh>\\ cttiili'ol is in»'r»':isiii':. 

An agency has ultimate and complete 
>ho\\ control when it produces a -how 
on stall. To date, however, onlv one 
top agencv is activelv producing 
several major live nighttime -^bovvs. 
and that's J. Walter Thompson. Main- 
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SHOW CONTROL continued . . 

lenance of an 85-iiiaii pioductioii unit 
within the agency co?ts JWT an esti- 
mated SI million a }ear. most of which 
the aa:enc^ states it absorbs. 

Staflcd hkc a network |)ro<;raming 
department. JWT lias storv editors, 
director.-. ])roducers. script girls. For 
one client's network show, the agency 
maintains \irtually a t\' news huieau. 
\nd of course JW T has its own studio 
facilitiet. (see picture). 

The workshoj) is used principally 
for casting and for some rehearsals. 
Ihc agency director can block out 
camera shots there and actually run 
the show through a full dress rehearsal. 
It has also been used to deyclop new 
.slitiu o])eiiing and closings. 

.Sa\s Dan Seymour. JWT y.p. in 
charge of t^' and radio: '"On four new 

ARTICLE IN BRIEF 

Client questioning of 15% on shows agencies 
don't produce; changed Industry conditions 
have given major agencies incentive to seek 
show control. Contracts giving agency script 
supervision aren't main weapon; equally im- 
portant is show business stature of agency 
producer. Even stars who have title to own 
shows will allow supervision — if they respect 
agency source from which supervision comes. 

agency shows which we farmed out to 
an inde])endent packager we're actually 
co-producers. We lla^e final Avord in 
story selection and in choice of east." 

Most agencies today are no longer 
satisfied to merely exercise "creative 
judgment"' in bujing shows outside. 

For instance, last IVlay Y&R wanted 
a new siiow for General Foods in the 
( liciit's half-hour on Sunday night be- 




YES 



JWT is extreme case ll noi only ^eeks show control, ii's acii\e 
paeka<;er. Miove, Dan Seymour in agenry s own fully equipped sludio 



tween Circus Boy and Roy Rogers 
(NBC TV). Y&k tv executives de- 
cided the clients need, coupled with 
the time period called for a family- 
appeal show with a strong atbenture 
tw ist. 

The agency therefore called in inde- 
pendent producers to discuss ideas 
with them. They decided Screen Gems 
should do the job and in the first dis- 
cussions, Screen Gems suggested a 
series based on Bengal Lancers. V&R 
liked the idea. 

During subsequent meeting, Screen 
Gem? offered a list of 20 recoiinnended 
actors from which Y&R could make its 
choice. The agency also worked Avitb 
Screen Gems in deyelo})ing the story- 
line. And, in keeping w ith 1956 con- 
eej)ts. the network approved the show 
without a pilot, which would not have 
been the case in previous years. On 
21 October. Bengal Lancers had its tv 
debut. 

It's obv ious that an agency exercises 
far greater control when a program 



coiicejjt originates within the agency 
or jointly with the independent pro- 
ducer and then goes into production 
than if the agency buys a finished, or 
near-finished series. 

7\gency contracts with packagers 
are beginning to reflect this increased 
agenc} control. In the case of at least 
three top agencies, most contracts with 
independent producers assign an 
agency tv executive total script control. 

"Basically, contracts are just a piece 
of paper,'" says B&B tv-radio v.p., Tom 
McDermott. "In the last analysis, you 
get control, because vou know what tv 
})roduction is all about. Unless the 
agencymaii has show business know- 
how, contractual control won t help 
him at all.'' 

On McDermott's desk as he s])oke 
were batches of scripts to he read 
and ap])royed (three from December 
Bride) and a copy of a memo suggest- 
ing majoi' changes in format of The 
Loretta Young Show (\BC TV, which 
were put into effect earlier this fall). 



SIX ways major agencies are tightening television show control witho< 



Basic pattern "co-production' 

\g(Mi( ics aic g(^^^ show control b"\ 
working with outside ])ackager on 
s( ri])t selection, casting: they sliar|)eii 
entcrtaiiinieiil \alucs of show, shape 
show format. Men like Dan Se)inour 
I J W '1' ) , Tom McDermott ( B& B ) 
among others are setting |)ace for 
ageiK ICS in eooijeration w ith ]3ackageis. 



Few agencies are going all out 

J. Walter Tboni|)soii maintains largest 
j)roduction staff with <>.^ cieati\e j)ro- 
graining men to handle 2^2 h"uis of 
stalT-])rodueed network t^ |)rogi aming. 
A few other agencies ( Hivi}. l!i}an 
ih)iistoii, Coin|)loii, \ stafl-jjroduce 
daytime seria,Js, Most agencies ^\()II't 
stall ])roduee; it .CoM^ too much money. 



No long-range talent commitments 

Costly exjx'i ieiH^^f networks with 
t;ilent iinestiiients will discourage 
agencies from t^ing iiji talent for long 
contracts. Trend will continue to be 
for stars to become ])ait owners of 
packages for lax reasons: agencies will 
deal with them or their agents oiil\ for 
the duration of the particular show. 



2« 
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December Bride is actii;ill\ a CHS- 
Desilu package, l)ut McDeriiioll deter- 
mines who the guest stars are lo be 
and makes suggestions for changes to 
Desilu directly. 

'■'Ihe ultimate and major respon- 
sibility for a show must he the 
agency's." says McUernioll. "When 
a show is unsuccessful, the network 
can just take it o(T. The adjacent 
shows' ratings are usually only hurl 
slightly. But when the ageiic) has an 
unsuccessful show, what's hurt are 
product sales. And the agency has 
total client billings at stake." 

Several agencies, including Comp- 
lon, Bryan Houston, and Y&K, pro- 
duce daytime serials on slafT. H&IJ also 
has two stall produced day-time serials. 
To do this job, the agency has on stall 
two directors, an executive producer, 
two production men, two script girls 
and one casting director in a perma- 
nent production unit. From this 
nucleus, say top B&B tv executives, the 
agency could easil\ and rapidly ex- 
pand to handle even more show pro- 
duction on staff. 

As most top agency t^ executives 
reiterate, however, control need not 
mean actually producing shows within 
the agency. 

"After all," said one major agency 
tv head, '"agencies have exercised con- 
siderable creative influence on shows 
in the past. Waller Craig helped Lou 
Cowan get bugs out of 71ie $61,000 
Question as far back as sunnner before 
last when the sIidw was just starling." 

IVo long-term talent ecuitracts: 

Talent and talent agents created prob- 




NO 



C&\\ 's K(l Mahoncy wants no part o{ piodiictinn. To liim, agency's 
role wi>e cluiicc of packasies like llw film lic'v ahout to view 



lenis for the networks which nian\ 
agenc) tv executives fear they may 
inherit. But economics will prevent 
agencies from making the costly talent 
investments which the networks were 
driven into by coinpelilion. 

"Agencies aren't likely to ever lie 
themselves to any talent for anything 
but the duration of a particular show," 
said one agency tv ^■.p. "And the 
increasingly high mortality of new 
shows w'lW probably cut down on the 
length of show contracts even further. 
It's likely that agencies and clients will 
connnit themselves for oidy 13 weeks 
rather than 26 or 52 from now on." 

Partly for tax reasons and partly 
because a Hollywood name has proved 
no guarantee of tv success, few big 
stars will come into tv without some 
show control as protection for their 
interests. In star negotiations, agencies 
feel it's particularly itnportant to 
assign a producer with a recognized 
show business background. 

" The closer this agencv producer is 



to the star and the more the star 
respects him, the more likely that the 
agency ideas will be listened to," say> 
Lewis Tittcrton, tv and radio v. p. of 
Compton. He mentions as one example 
the Tennessee Ernie Shoir. Avhich is a 
network package, but has an agency 
producer working along with the star. 

"Our man is more than a super- 
visor. He works ver\ doseh with 
Krnie Ford. A producer can t force 
his ideas on a star, hut if he has the 
respect of the talent, he's likcK to get 
bis concepts across more easilv." 

Ontside shows have better chance 
today: '1 here are scAcral reasons why 
getting a nighttime spot for an outside 
show is easier this year. 

• This fall, the networks ha\e pro- 
gramed more independent packages, 
apparently with an eye to Washington. 

• The growing strength of ABC T\ 
offers advertisers an extra choice. And 
this year, for the first time. CBS and 
\ Please turn to pape 43) 



tually becoming full-scale professional program packagers 



Free-lancers are very important 

Major agencies Avant to have some lop- 
level programing men on staff since 
control binges on agencyman's show- 
business knowledge. But economics of 
business will necessitate hiring of con- 
sultants to supplement staff which 
would otherwise nlusbroom excessively. 



wis^nlu: 



IK 

Agencies won*^ finance shows 



Wliilc some agennes have owned shows 
in past, this is not likely lo become 
widespread palleni. C/cnerally, agen- 
cies prefer to avoid risk of show pack- 
age financing. Agencies feel control 
of shows gives them nearly as strong 
a bold on accounts as actual ownership 
would without being such a big risk. 



Agencies want nets in production 

They feel other programing sources 
could not fill gap that would be left 
if networks got out. Some shows (90- 
niinute shows, participating pro:2:rams) 
can be handled more easib by net- 
works with their ample facilities, large 
staffs. Agencies don't want to "o 
heavily into sb6w producing mechanics. 



liOM'proc 

o 
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HOW BBD( 



^There are more ways of buying ra- 
dio these da}s than you can shake a 
slide-rule at. 

Radio has become a big, compli- 
cated ina/.e of innumerable possibili- 
ties. It has become, more than ever, a 
job for professionals and can be a 
confuting jungle to those not wise to 
its ins and outs. 

This is the real meaning behind 
liRDO s recent booklet, "A Discussion 
of Radio,"' ■which reviewed the past 
historv of the medium and came to a 
few conclusions about where radio 
stands today (see SPONSOR 1 October"). 
Because these conclusions were brief. 
SPONSOR went to BBDO to dig out fur- 
ther meanings behind BBDO's analysis 
and attempt to pinpoint how the agen- 
cy applies what it knows about radio 
todav to actual limebuying problems. 

The variety of wa\s radio can be 
bought, discussions with BBDO media 
personnel brought out, are due to a 
number of factors. Agencies have more 
experience, for one thing. There are 
more stations and a greater variety of 
programing, for another. And there is 
a great choice of a\ ailabilities. 

A fourth reason was cited in the 
booklet itself. The agency said : ''We 
think this to be the most important 
change in radio today- — while it is a 
universal medium, reaching almost 
everybody at some lime during the 
day and in the course of the broad- 
cast week, no more than a small j)er- 
cenlage of these j)eople is ever tuned to 
a jiarlicular program at any one time 
(.")'( ). This underlines the great need 
for frecpiencv of connnercial message 
. . . l)roadca>l over a great sj)an of 
time in order that these ad\ ertisenients 



ARTICLE IN BRIEF 

A recently compiled BBDO booklet analyzing 
radio points up need for frequency, buying 
over great span of time. Among variety of 
techniques BBDO uses in radio are ( I ) buying 
powerhouse stations when not seeking selec- 
tive audiences, (2) competing against giant 
advertiser when his selling is quiet, (3) smash 
saturation, (4) using radio for its speed 

FLEXIBILITY, speed of radio are real reasons for luini; il, 
Fred Harretl, BBDO's media director. e\)>lained to M'on>oh 



JSES RADIO TODAY 

AjjL'iic) oinploys a jj;ro>vin<j iiuinher of tiinr-bii) injj tocliniqurs i'allr<l for U\ 
small por-broadcast audiences; variety of stations, shows, availabilities 



\vill reach a goo(ll\ ])erreiitage of this 
huge audience." 

While these farts are not ne\vs to 
anyone familiar \vitli radio, it does not 
invariably follo\\ that tiniebu\ers e^en 
come close to exhausting the implica- 
tions of this cliangc. At RBDO. where 
radio spot hillings in 1956 will he con- 
siderably abo^e \9r)r>. there has come 
a gro\sing appreciation of the variety 
of techniques that are possible. 

"W^e are bu) ing radio today like 
ne\vspapers,"' said Fred Barrett. BBDO 
media director and a man \\ith a long 
print tradition behind him. 

By this Barrett means the agencv is 
paving more attention to frecjuency, 
the variety of announcement lengths 
and a constant search to find out 
whether there isn't some ne\s \say to 
accomplish the result desired. 

Here are some examples of the dif- 
ferent approaches he cited: 

1. The reach - 'em - anvirhere ap- 
proach. Case in point is a slogan, 
which had been built for a BBDO cli- 
ent by radio. This product had not 
been in radio for some time. In de- 
ciding to renew the campaign, BBDO 
felt the important thing, above all else, 
was to reach people. Aiiybod)-. Any- 
where. Tlie approach chosen was the 
powerhouse station, which BBDO feels 
is a particularly economical medium 
\vhen you aren t aiming- at anj par- 
ticular group, since none of the circu- 
lation will be waste circulation. Al- 
most any powerhouse station could be 
a good buy since there Asas no pres- 
tige or station identification factor 
sought. The budget kept the choice of 
markets to 40. About 50-5.5 stations 
were bought for 13 \seeks with about 
25 to 30 announcements per week, per 
station. Many of the buys \vere rnn- 
of-schedule, a method aimed at reach- 
ing the highest number of different 
homes possible. There \vere also some 
fixed-position buys where the audience 
was particularly substantial. While 
the emphasis was on wattage, timehuv- 
ing know-how was brought into play 
to substitute or add the next best sta- 
tion where the powerhouse either 



didn t ha\e the audience or availabili- 
ties. Since reaching \\onien was a sec- 
ondary target, most of the bu\s were 
daytime, \s ith some late night slots to 
hit the working \\oman. 

2. Hit- th e - bi'i^ - guy - ichen -he- ai'n t - 
loohing-approach. Case in point is a 
man s product made l)y a >mall firm in 
a field where one giant overshadowed 
the industry. Problem: how to get 
most out of a limited budget and not 
be drowned out bv the big competi- 
tor's voice. The answer was to study 
the ups and down of the competitor's 
advertising, find out when he was 
quiet, then hit hard with radio and 
run. While this techni(]ue is usable in 
many media, radio was chosen in this 
case since the client had a limited bud- 

3 Smash saturation approach. Case 
in point was the introduction of a new 
product used by men and \\onien in a 
highly competitive field. The product 
\sas introduced area by area. In im- 
portant markets, the agencj bought 
practically every station on the air, 
little stations, big stations, suburban 
stations, independent stations, network 
stations, class stations, mass stations. 
One important factor in this kind of 
buying is to block ont the competition 
who. ill this case, began trying to 
block out the BBDO client once he got 
wind of what was going on. While 
onh radio s economy permits this kind 
of adyertising bombardment, money 
must still be husl)anded so that, after 
a certain period, the agency dropjied 
ont of the marginal stations but kept 




up a steady drumming on the more im- 
portant stations to assure continuing 
attention to the product. 

'1. The hey-sornething-neics-beeu- 
added approacJi. Case in point was a 
cosmetic which changed its formula 
so that it was available in two ways. 
The visual factor was not important 
since package changes were slight. The 
problem was how to tell the consumer 
in a hurry and radio was picked be- 
cause it could do this job best. 

5. Get-the-teen-ager approach. Case 
in point is a woman's cosmetic. Since 
the teen-ager isn't subjected t(j much 
cosmetic advertising on radio, BBDO 
is considering the specialized audience 
approach here. The time element is 
particularly important. Two periods 
likelv to be used are 3:00-5:00 p.m. 
weekdays after the teen-ager is home 
from school and 6:00-8:00 ji.iii. week- 
days after supper and before she goes 
out or while she does her homework. 
The disk jockey is a natural in this sit- 
uation. A 13-week campaign has been 
proposed with 15 announcements per 
market. 

Ill increasing attention to radio 
techniques. esj)ecially those on the 
spot level. BBDO is particularly con- 
scious of the fact that even where tv's 
use may be indicated, radio may well 
turn out to be the better buy. In the 
first place, the client s budget iiiaj not 
be able to stand video's prices. Final- 
ly, the timebuyer cannot always find a 
slot in tv s crowded schedule. ^ 



"WE ARE always looking jor new ways 
to use radio: today you can find them." 



"WE BUY radio like newspapers . . . 
We pay more attention to jrequency." 
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THE WESTINGHOUSE NINE-IVIONTH( 



Stiik<'-stri('k<'ii <iiiiiit 
ii?<<'s l)i"<;<'st ad biHl<;<'t in 
its liistoi) (832 iiiiilioii) 
to cnthiisc its doalcrs 
and acconiplisii 12-nioiitli 
*^al('s |)r<)<j;rani in nine 



^5j)()n>oi>liij) of elcrlion night re- 
tiiins on the C15S Radio and Tv iicl- 
woik? will climax for W cslinghou<e 
r.lccliir Coij).. I'illshuigh. ihc largest 
promotion eanij)aign in its 70-\ear his- 
tor\. At lluil point. \\ eslinghouse will 
ha\e invested a reeord 832 million in 
advertising for 1956. about $7 million 
more than last ) ear. 

Sjjearheaded h\ the eompanx s eon- 
sumer ])ro(ln(ts divisions hut entling 
across all its {product lines (Westing- 
house produces ahout 300.000 \ aria- 
lions of o.OOO basic products I, the 
cani])aign pixots around the $5 million 
CHS political broadcast package, and 
its s5 million merchandising su{){K)rt. 
mosll) at the local level. The first 
j>hase of the campaign was ke\ed to 



the theme: "■W atch W estinghousc." 
And it has been watched — closely — 
with all the interest that follows a 
chamj)ion on the comeback trail. 

Se\en months ago, crippled by a 
strike that began last October and last- 
ed for 15C days, that cut into sales 1)\ 
$300 million and allowed competition 
to nunc in on all fronts. Westinghouse 
was a long-shot to recover in the opin- 
ion of man\ . 

Todax. a confident Chris J. Witting, 
42-year-old \eteran of the broadcast | 
business and now vice president and j 
general manager of W estinghouse con- 
sumer j)roducts divisions, foresees a i 
doubling in volume on consumer prod- j 
ucts alone that will bit a full $1 billion 
sales bv 1961. This same confidence 





Punch-packed planning 



:OIVIEBACK PLAN 



is sliarcd hy all llic conipam's execu- 
li\ PS. 

What part have radio and telpvisioii 
pla) ed in this couichack ? 

Here is what Chris Willing, who 
was inaiiaging dirertor for DuMont 
netw ork and later president of W est- 
inghouse Broadcasting Co.. has to say: 
"Both radio and tv have heen highly 
efTecli\e tools in WVstinghousc market- 
ing activit} this year. Thev not only 
sold merchandise, direcll)' and elTec- 
lively, since we put them to work in- 
tensively in early April, but the) pro- 
vided the pivot around whieh we huilt 
three nationwide merchandising cam- 
paigns: (1) 'Watch \\'estinghouse," 
(2) 'Operation Landslide," and (3) 
'Appliance Festival.' " 

Westinghouse strategy follow ing the 
strike was to rekindle eiithusiasm of 
I dealers as ho had had a rough spring 
and to let the puhlic know thev were 
i back in business again. So they set 
up the three campaigns to carry them 
through the year. "Watch N^'esting- 
house" was the first, immediatel) fol- 
lowed by "Operation Landslide." The 
latter is the 13- week tv-radio coverage 
of the political scene, including the 
conventions; Pick The IVinner, a 
weekl)' political debate running from 
26 August through 31 Oetober; and 
the election night returns. 

The final phase, "Appliance Festi- 
val," l>egins election night with the un- 
\eiling of the 1957 line of major ap- 
pliances on tv and carries on through 
the Holiday season. 

■"The important thing to us," W it- 
ting continued," is that tv and radio 
provide the strong cohesive force for 
all elements necessary in a nationwide 
merchandising program — newspaper 
advertising at national and local le\els. 



I ARTICLE IN BRIEF 

After a crippling 156-day strike that ended in 
March, Westinghouse threw a $32 million ad 
budget into its comeback punch. Of this, $10 
million went into national radio-tv coverage 
of political campaign and local-level tie-ins. 
Although drive continues to year's end, early 
results show: In one area, $800,000 business 
directly attributed to convention coverage 
and local spot boosters run by the dealers 
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broadcast tie-ins loeally. window and 
showroom displav and promotion of 
products manufactured especially for 
these events. ' 

One f)f the products manufactured 
especially for these events was the 
"Campaign Special Traffic Builder. ' 
designed to get the public into deal- 
ers" stores, 'ibis was a 3o-cube eajiac- 
ity refrigerator tray called the "lee 
Slice Tra\ '" a S3. 50 value to sell for 
Sl.l!!. During the two convention 
weeks, 70(),()()0 persons dropped in to 
their W estinghouse dealers and bought 
trays. By election night, sales will 
\vd\e reached one million. 

Gil Baird, promotion manager for 
Westinghouse consumer products who 
handled the telecasts, chuckled when 
lie recalled one dealer who complained 
he was in a fringe reception area. "It 
turned out to be a pretty good fringe. " 
Baird says, ''becauj-e within a few 
days, that fellow sold 300 fee Slice 
Tra\ s." 

Despite first reports and some early 
sotto voce doubts about con\ention 
co\erage effectiveness (see 'Ms blanket 
con\ention co\erage an audience 
bust?" 17 Sept. 1956 sponsor), the 
complete jNielsen suney for Westing- 
house on its tv convention co\erage 
are now- in and show: 

W^estingbouse-CBS co\ erage reached 
IW't of all tele\ ision homes, was seen 
by more than tw ice as many homes as 
in 1952 (28,500,000 vs. 13.000,000) 
and by more than twice as many peo- 
ple (85,600.000 vs. 39.000,000). Al- 
most half the people who saw the 1956 
con\ entions saw them on the Westing- 
house-sponsored CBS co\cragc. Peo- 
ple who listened to W^estinghouse eo\- 
crage stayed tuned more hours than 
those tuned to other networks. (9:11 
vs. 7:55 on NBC and 4:36 (m ABO. 

The cost-per-1.000 tv homes per 
eommereial minute worked out to 
S2.77. \\ bile this is B'^t. more than 
the S2.57 cost achieved in 1952 con- 
\ ention coverage, W estinghouse con- 
siders it a good bu) by toda\'s stand- 
ards which put anything under $3 
cost-per- 1,000 in the bargain clas;-. 




1. CLOSED-CIRCUIT t<>ltia-t in .)") <li>iril)ui')i 
cities touched off Opeiatioii Laiid'^lide and 
primed dealers for all-out 1.3-\veek sales drive 




2. DEALER RALLY Week saw 130 consumer 
products executives fan acro>< country to call on 
more than 4,000 V^estingliouse dealers. Men 
worked 20 hours a day, often slept in plane 



3. PROMOTION KIT showed dealers how to 
tie in locally with W f'stinsihou-^e coiunii-rciaN, 
what ''Canii)aign Special>* would Ix' f<-atnre(l 

WATCH 

WESTINGHOUSE 



sweep the nation with 




WESTINCHOUSE ■■„ntimu',l 



W c><liiii;li<)iise maiiam'tl If!/ foni- 
iiu'ic ial miiiulc-. ran a total of 127 
( ()iiiint'iTial>. The name "W esting- 
hon-e ' ai)i)eare(l l)chintl \\ alter Cron- 
kite 'MY?) times I times rangin<: from 
lliice to 30 tniiuites of e\])osnre). 

\l>()nl otie-tliird of the eoinniereinls 
slresx'd corjiorale-induslrial ])r()(lnets. 
■■\\ hat heller lime and ])la( e to tell a 
(orporate Ao\\l" ask> \\. 11. Boliiu 



of 



general 



a(l\ ertising. 



■■\\ eslinghouse ajijiaralus touches onr 
lives e\er\ da\ suh\\a\s. <de\al()rs, 
h()nsei)o\\er. ll lends jjreslige to our 
consumer line." (In lO.").'!. a])paratu> 
and general jjrodnct? aeconnted for 
?)?)'( of the comijan^'s billion 
sales I. Indu-trial acUerlising is han- 
dled h\ kelehum. MacLeod Grove, 




CHRIS WITTING, v.p. in charge of con- 
MMiicr i)ro(lucls, canic U)) lliruiigli air media 
via DiiMoiit, ^\ Cstingiiouse Broadcasiing Co. 



I'illshnrgh. \vhere the account is serv- 
iced hv \ ice President \ ince Drayne. 
(^)nsnmer })rodn( Is aic handled h} 
M( (]ami-l]ri( kson, New York, where 
Tom Losee. \ice jjresident and man- 
agenietil ser\ice direelor. is in (diarge. 

I'roni the seven regions of \\ elco 
I (dectric I and the 100 branches of 
\\ esco (sales I come encouraging re- 
ports on customer j('s|)()nse. K. 
Solomon, ."^onlheaslern sales |)r()mo- 
liftn manager for W'cdco in \llanta. rc- 
jx.rls SfiOO.OOO ill sales for his area 
dire(ll\ all rihtnable lo cotivetnion 
co\cragc and local lie-in ad\erlising. 
In ihi-- rcgMoti. dealers and dislrihnlois 
in 2.") ( ilics lati a total of *J.2()1 an- 
nonticcmcnl- on local stations, snjiple- 
nictilitig \\ cslmghonse's own expendi- 
ture. 

" \nd here s aimlhcr result we got 



from this saturation."' Solomon told 
sPON.soR. '"Of onr 16 distributors, five 
signed uj) one or more new dealers. 
E\er\bodv down here knows Westing- 
bouse is back in business!" 

The strike at W'cstinghouse ended 
25 March. During its darkest hours. 
])lanning had ne\er >to])])ed on the 
|)olilical tv-radio jiaekagc bought last 
year. 

Fort\ connnercials were filmed lo 
jneseni the bvoad image of Westing- 
house, ranging from the atomic re- 
actor of the submarine I .S.S. Xaulilns 
lo the new Sjjace-Mates home lanndrj . 
riiese would Ije shown a minimum of 
1.54 times between conventions and 
election. Hut now it was y\jiril and the 
l)olitieal season se\eral months away. 



Holiday Salesl 



electric appliance festival 





RADIO COMMERCIAL sungii-stions and cal- 
endars for lying local advertising to na- 
tional program are feaUne^ of these kits 



"W'aleh W'estinghouse" was launched 
at once. In each of 100 cities. 100 
radio announcements were used over 
a two-week period. The theme \\'as 
taken uji on the ecnnpany's S])onsor ed 
Studio One on CBS TV. In every 
marketing area, four fidl-pagc news- 
l)a])er ads were run, and June saw the 
start of a series of nmlli-eolor ads lo 
run in snc'h major magazines as Satur- 
day Frcnirif!; J'ost and Lijc lbr(nigh the 
rest of the ) ear. 

"()])eralion Landslide" began on a 
lliursdav in earl) Jidy \\hen dealers 
gathered in 5.5 dislrihnlor cities for a 
on(^-bour closed-circuit telecast ( fn- 
cililie.s for (his were i)art of the CHS 
l)ai'kage). "ll was a slraighl. on-lbe- 
bullon i)resenlali()n,'" sa\s Oil Haird, 
and sbowc<l how W eslingliouse would 
conduct its sixmsorsliii) of the ])olilieal 



scene, what jiroduets would be fea- 
tured. 

On the Monday follow ing, some 130 
W'estinghouse consumer products ex- 
ecutives spread through the country 
for Dealer Rally Week. Catching their 
sleep on planes, working 20 hours a 
day, they called on more than 4,000 
dealers in five days. "Smartest move 
we made."' says Larry Scott, advertis- 
ing manager of consumer })roducts 
divisions. "They knew Weslinghouse 
meant business.'' 

The dealers responded. They (jr- 
dered merchandise against the imjiend- 
ing ]iolitical campaign coverage ])ro- 
motion. The)- gave ov er window s, floor 
s])acc and store lobbies for tie-in dis- 
])lays on the \\'estinghou«p line. 

The S5 million merchandising nut 
was now cut njj and allocated to dis- 
tributors across the country. All kinds 
of cooperative tie-ins were arranged. 
In Greenville, S. C, the distributor 
bought 510 20-secoiid announcements 
on WGSC, offered 100 of these lo deal- 
ers who agreed to buy two hours of ra- 
dio lime. Five dealers took pari in the 
project, and broadcasts yvere done 
right in front of their shojis by the 
station s mobile mike. 

In another area, a distributor 
bought 1,155 convention tie-in an- 
nouncements in four cities and made 
them available free to dealers who 
agreed to buy an equal number of tie- 
in commercials for election returns in 
IVoy ember. 

Dealers, distributors and station 
peo})le worked together to gel best ])os- 
sihle tie-in adjacencies throughout the 
13-week ]iolitical campaign. In Chi- 
cago, the Indejiendent Retail Aler- 
ehants Assoc. has signed for virtually 
all such available lime that WRBM can 
make available. 

On election night. Weslinghouse esti- 
mates that dealers will use 60 to H)' '( 
of all available adjacencies on CBS 
afTdiales. 

In a quick check, W'cstinghouse 
Fdeclrie Snp])ly, the comjiany's dis- 
tributing unit, found dealers ha\e 
bonghl more than 8.000 tic-ijis on local 
CBS 'V\ alliliales and about as many 
more on radio lo identify v\ilb the 
campaign. Print lie-ins have been 
used in about 155 news])a])ers. 

But it's not over yet. Llccli(m night 
commercials will introduce the 1957 
W eslinghouse line of maj<n- ai)])lianccs 
and the (lri\ e continues. 

Can a (diami)ion come back? ^ on 
can be sur(> — if it s Weslinghouse. ^ 
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THE FIRST MR. SPONSOR 




Caineroii Hawley, aiilhor of ''Execiilive Siiile" and "'Cash 
.^IcCall," was firsl ad manager i)iord<'d by SrOXSOK 10 
years atifo when he was willi Arinslronji Cork. How <h)es 
he feel lochiv ahoul ihe hroadeaslin«s inchislrv wilh which he 
was ch)selv identified? Here, from his ""reliremenl.'"' are 
candid oj)inions on wlial has ha])|)ened lo radio and Iv 
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"I'm amazed at the resurgence of radio," 
says Cameron Hawley. "What a socko good 
opportunity for real strong programing!" 



^^amcroii lla\\le\, who ^larlfd Anii- 
slrorip Theatre on radio and \.\ and 
then leliird from adverli^in-r in lOSl 
to write "Kxotiilive Suite'" and more 
roccnllN '-Casli McCall."" was sl'ONSOu's 
hapi)\ choice for its \en first "Mr. 
Spon.-or" profile 10 \ear> ago. When 
he came into town the other day. we 
more or h^S'S shanghaied him up to our 
ofliees to gel his views on the changing 
hroa(kast scene o\er tlie past (h-cade. 

His views, as it turned out. were that 
"t\ suffers from a deep inferiorit\ 
complex . . . radio shows astounding 
\ ilalilN . 

'•\\ iien I sa\ that tv suffers from an 
inferiority comijlex,'" Hawley said, "1 
mean that so nuieh of it is now hlindl) 
following the ruts that Hollywood 
wore out \ears ago. I don't mean re- 
using old films I mean the re-using 
of a whole altitude thai Hollywood has 
heen smart enough to largely discard. 
Television has pro\ed it can stand up 
wonderfulU well as its own medium. 
It doesn't ha\e to copy llolhwood 
least of all its mistakes." 

lla\\ie\ is a hig man. six-four — 
solid-looking when still. c\ clonic when 
in motion, lie was in motion during 
much of the interview, rising to pace 
with giant steps as he phrased an an- 
swer, then suddenly plunging into a 
chair as a sort of animated punctuation 
mark. 

"Speaking of Hollywood."" Hawley 
was pacing now "there has heen an 
enormous impro\emenl in the films 
from there. There has never hetin a 
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lime that the pattern was so free and 
hroad for the Hollywood writer. lUit 
television — instead of broadening its 
j>allern— is narrowing it. 

"Heard of a case the other da)," 
Haw lev continued, "where a Iv pro 
ducer wanted to buy a script from an 
author. 'Uuforluualely." this producer 
told the w rilcr, 'we just can"t go higher 
than $2,000 for it because our talent 
and production costs will be running 
40 limes thai amount.' What kind of 
proportioning is thai?" Hawley said. 
"Wli) the whole .show is built on the 
script the script's the base!"' 

When, as acKerlising director for 
Armstrong Cork Co., he started Ann- 
strong Circle Theatre on MBC TV in 
the spring of lO.'iO, Hawley wrote some 
of the scripts. l>ul since leaving the 
company, he has never written another. 
(He has written, however- — in addition 
to bis two best-selling novels — many 
stories and articles for such magazines 
as Saturday Evening Post, Lije. and 
Collier's. ) 

"There's a general atmosphere in 
television that repels man) writers with 
integrity," Hawley said. "Oh. there 
ha\e been notable exceptions, and it's 
certainly apparent that tv itself has 
devtdoped some fine talent. Rut loo 
much of the iudnslr\ regards the w rit- 
er the way Hollywood did Iwenl) )ears 
ago. A good creative writer comes 
into this atmosphere — or wbalevcr )ou 
want to call it — and finds himself up 
against interference from e\er\ direc- 
tion. ll(! sees all these other people 
with their fingers in his pie so he 
sim|)l\ sle|)S hack ami sa\, '.Not for 



me 



AUTHOR , ..-i - II. r~. Ihnsl.y jilaiis 

five in'iri novi K noin on :i(lvi rl isjng 



"I'm not alone in this feeling." he 
said. "j\ great man) of m\ friend* 
in w riting share it with me. And doii'l 
gel the idea I ni anli-lv. I ni exlrcmc- 
I) interested in its future. From the 
beginning. I saw it as a great dramatic 
medium- and still do." 

We, raised the |)oinl that Ik^ had 
written Iwo grtnil no\els about the 
American business scene but hadn't 
\cl gotten around to 
"I'xeeulive Suite"' is th( 



adverlisnig. 
storv of a 



furniture manufacturing emj)irc; "Cash 
McCall" deals with a clever, creati\e 
operator who buys and sells com- 
panies for quick capital gains. "Since 
\ our own bailiw ick w as the advertising 
business," we asked, "when are ) ou 
going to Avrite an advertising novel?'' 

"Probably not for a long lime."" 
Hawley said. "My jiersonal reactions 
and prejudices are still so strong that 
I don't feel at this stage I'd have suf- 
ficient detachment." 

We asked if there was something 
else he had to say about television. 
He thought it over. 

"Well, I think one of the worst 
things is this ridiculous battle for 
ratings," Hawley said. "The conipeli- 
ti\e struggle for ratings among the 
networks has a tlcleterious effect on 
the whole industry. Il"s led to a com- 
plete disregard of the fundamental that 
a show must be produced to entertain 
an audience. When a network's pri- 
mary ohjecti\'e — and a widely-publi- 
cized one at that -is not to build a 
great show of its own. but rather to 
tear down a show on another web — 
then, to niy mind, that network has 
lost its perspeeii\ e!" 

Hawley sat down long enough to 
remark that people will come to a show- 
if you have a show to begin with. Then 
he got up again. 

"And another ridiculous thing,'' he 
said, "is this \-iolalion of every theatri- 
cal tenet where a star drags another 
star into one show to plug another 
show. It's erazy! Wlio'd ever go to 
a Ikoadway show if, in the middle of 
'My Fair Lady,' some character was 
dragged on stage to plug another show- 
that the same producer was opening 
next week?'" 

We ])ickcd up a fresh pencil and 
posed a fresh question. "Wliat about 
l\' commercials? ' 

"Yon know,"' Hawley said, "there's 
been a great improvement in television 
commercials. The growing tendency 
toward the '(piiel sell' and the \ ery 
pronounced trend toward a eomi)lele- 



ARTICLE IN BRIEF 

Cameron Hawley retired from advertising in 
1951 to devote full time to writing, but is still 
a close observer of the radio-tv field in which 
he was involved. Television, he feels, suffers 
from an "inferiority complex" reflected in its 
attempts to ape Hollywood. It also suffers 
frorp lack of appreciation of the writing proc- 
ess, rating wars, free plugs. He's much hap- 
pier with progress radio has made recently 
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ly honest aj)proacli tliat is making 
most tv commercials so good is influ- 
encing all advertising. The edect is 
quite apparent in print media hy now. 

"Understand." he added, '-The Nast 
majority of ad\ertising has ni\\a\s 
had a high degree of integrity. Ex- 
cesses only crop n|) occasionally in 
certain areas or product types." liaw- 
ley paused. "Hey, I must ha\e given 
you enough to write a book!*' 

We reminded him there was still ra- 
dio to discuss. 

"I'm ania/ed at tiio resurgence of 
radio!" he exclaimed. "I'nc been par- 
ticularly impressed in the last six 
months by the numi)er of peo|)le in 
our circle of friends who'\e gone back 
to radio listening. In fact, there just 
isn't enough good radio. I mean, witii 
tiie kind of audience it s getting, what 
a socko opportunity for real strong 
|)rograniing!'' 

W^e asked what he meant by the 
"kind of audience." 

"I mean the (jualit) of the listeners," 
he explained. "Right after 'Cash Mc- 
Call' came out, I had an experience 
that astounded me. As a part of the 
hook promotion, I was asked to ap- 
|)ear as guest one morning with Martha 
Deane, tiie personality at W'OR. Frank- 
ly. 1 wasn t too enthused — figured I 
was just going tiirough some motions 
for the sake of old friends. 

"I must confess," llawley continued, 
"my skej)ticisin stuck with me right 
through the broadcast. Here I Avas 
at 10:15 in the morning on a women's 
show discussing the conflict between 
the legality and morality of our tax 
structure. It seemed like pretty heavy 
fare for that early in the da). Yet 
nothing we ever did," he said, "in 
hook j)romotion for "Cash McCall* 
at the local level brought more reac- 
tion in the form of mail and jihone 
inquiries than that broadcast. And 
the quality of the resj)onse! Heard 
from a federal judge, two U.S. senators 
and a congressman, from businessmen 
and Avomen, educators and attorneys. 
Sometime later I was on the 7V.v and 
Jinx Show on WRCA and it was the 
same thing over again." 

Hawley's interest in both show and 
audience is a genuine one with routs 
in his early youth when he used to 
snare jobs with ever\ tent show, carni- 
val, and circus that came to town. He 
was born in a small county seat town 
in the eastern part of South Dakota. 

llawley started writing when he was 



a small bo\ working at an after-school 
job as a printer s de\ il. In high school, 
he established a s\ndicated colnnm 
for weekl) ne\\sj)apers. He lias ne\er 
stoj)j)ed writing. 

In 1926, Cameron llawley married 
ICIaine Gidord whom he met while at 
college in South Dakota. They live 
at Lancaster, I'a., on a 20()-acre farm, 
where the\ raise Aberdeen Angus cat- 
"It must have been wonderful to final- 
ly escape the workaday business 

world," we said. 

"Escape?^' Haw ley echoed. "I had 
no thought of escajx' from business. 
I love business!" He got u|) from the 
bookcase and returned to the chair by 
the desk. "Here's how it was: I d 
been li\ing two li\es simultaneously 
I liked them both. The onl\ |)roblem 
was that both were exjianding. We 
were writing more and more (Hawle\ 
freijuentl) uses ire in referring to writ- 
ing since his wife and he work closelv 



together on every j)roject ) and becom- 
ing more successful at it. Finally we 
had to make a choice. 

"\W decided that I might find a 
little more in life to keep me ali\e 
and fresh through writing than with 
business." He strode o\ or to where 
we'd hung his hat and trench-coat and 
put them on. "Well. I'm pressed for 
time," he said. We thanked him, and 
followed him to the elevators. 

■'When you said you loNcd the busi- 
ness world." we remarked, "it sure ex- 
|)lains how you're able to take a [)lain 
old business situation and write into it 
such terrific sus|)ense and high ten- 
sion." 

"Hut I don't w rite it in, "' Cameron 
Hawley said. "W hy do \ou think men 
sacrifice their lives, get ulcers, deiu 
themselves pleasure, all in the pursuit 
of business, if it were not a compelling 
and exciting wa) of life? I don't write 
in the suspense. It's there!" ^ 



HAWLEY did everything but. act for "Armstronp; Theater." Helow, with Helen Hayes 
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PART 2 



OF A TWO PART SERIES 




DETROIT'S MEDIA MODEL T 

Buyers use outdated spot tactics, but sellers share the hlanie. 
Air nu'dia should develo]) new ideas, streamline paper work and service 



A^ul()nioli\ OS ai c imapiiialix e in 
r\fr\ lliinpr hiil tlifir s|)ol radio and 
l(dp\ ision l)u\ing .sli atcgy. 

W in ? .si'()N>()l{, after talking with 
U'oro llian 40 anl()in()ti\ c lin\frs and 
timo seller*^ in Dolioit, oullinod some 
of llu' reasons in the first of lliis two- 
part series I 15 Octoher issne i . Aiilo- 
inoli\i's' use of s|)()l was dcseril led as 
a iTiass fa'-cinatioii with sameness. Tlie\ 
1)U\ \iilnall\ the same markets at al- 
most the same fi(*(|nenc\ and during 
the same period of the }ear new 
mo(lel lime. I he\ leiiiiiic; oid\- the 
|)rime lime-, and the\ lend to o\erlook 
a hig ()io^peet the women's audience 
reached h\ radio and t\ spot. The) 
l)\|)a^^ ^\)<>l s fle\ihilit\. gi\iiig il aflei- 
thought c<m^ideration. 

iJnl the ^cllcr^ of hioadca>-l tinu^ 
■-hare the i("-|)i>ii-iliilit\ foi this ^teico- 
l\|>i-d stratcgN. Mere are the six le- 
^|)ectv ill which their ap|)ri)aches fall 
short, h.i-cd on the ihinking of holh 
Detroit hiuer^ and sellers of ail lime. 



1. Spot is o\er-sol(l in certain |)eri- 
ods, under-sold in others. One Detroit 
rep admitted "radio created its own 
monster ' in hammering away only in 
helialf of earh" morning and afternoon 
peak-lrafTie periods, when there's a hig 
I (onus andienee anrong aulomohile 
dri\ CIS. 

Salesmen of radio and l\ lime ha\ e 
hit hardest on the most soiighl-aftcr 
{)eriods, and on those with the most 
()l)\ i()ns ad\ertiser allraclion. Delroil- 
ers say these salesnrcn ha\ e neglected 
those periods and adjacencies which 

ARTICLE IN BRIEF 

Auto manufacturers use spot in humdrum way. 
First in this series reported on cars' buy- 
ing habits in using spot only once a year, 
in same markets at same time, with similar 
copy. But sellers share blame for clients not 
getting their spot dollar's worth. Spot sales- 
men need imagination, new creative ideas, 
simplified techniques, better servicing, more 
dealer contact, sharper facts and figures 



are more difTicull to sell, hnl which 
may mean a richer audience and sales 
reward to the huyer. 

Carl Georgi. Jr.. media director of 
1). P. Brother, the Oldsmohile agcnc) . 
added this perspecli\e: "Kadio is as 
much to blanre as an\ one else. The 
owners of air media sold l\ slrongh . 
and sold radio down the ri\ cr. Tlicv 
didn't ha\e to do il. Hadio and l\' 
people are the same, and tlie\ should 
ha\(* perhaps been talking out of holh 
sides of their mouths at the same lime, 
hut lhe\ weren't. y\ lot of hroadcasl 
people were so whooped up on l\' the\' 
figured ihcre'd he no more radio." 

2. Kales are \ariahle rather than 
fixed. Many stations ha\e holh na- 
tional and loeal rales. The jirice \ aries 
depending on who asks for time, the 
dealer group or the factor) . One 
agenc\ execriti\e recommeiids that ra- 
dio and t\' adopt a one-rate polic) for 
all antoinoti\e l)ii)ing on hehalf of new 
or current-model cars. "Then we'd 
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Iiave oiiu price — with n<3 C()iifu>ioii— 
for all buyers.'" 

There are not only variations in l)a>e 
rates, there are also plain and fane\ 
forms of rate cutting. All the automo- 
tive achertiser wants, savs one account 
man, '"is the same shake, and a fair 
one, which our competitors get. \\ hen 
we pay $75 for a one-niimite radio 
spot to athertise a neu' car, we want 
to know no one else is getting the same 
thing for $.50." 

3. Selling is unimaginative. One 
large station representati\e's Detroit 
manager sa)s most of his colleagues 
sell "by rating, and that's all thev 
know. But magazines and newspapers. 
\ery successful in selling aulom()ti\es. 
sell by market, circulation and the 
type of people reached. Too few of U'^ 
are preaching the concept of program 
structure and facilities, and what we 
do for the various audiences we reach." 

Another agency man charges radio 
and tv have been remiss in '"not creat- 
ing ideas which show us how we can 
buy spot efTecti\ ely all year round. For 
one thing, there aren't enough pros 
selling radio and tv. An aw ful lot of 
them are young, and they haven't been 
steeped in sales techniques and in 
learning how to compete with the long- 
time pros selling print." 

4. Spot doesn't mend its dealer 
fences. The most important link in the 
autonioti\e chain of communication, 
and of media selection, is the dealer. 
Vet agenc) men and reps, b\ and large, 
agree that this is the weakest link in 
terms of radio and tv ser\ icing. 

"Vou ha\e to keep selling the dealer, 
because he determines polic\," sa)"s 
the account man on a car which spends 
S30 million annually on advertising. 
'"The local stations juA aren't selling 
these dealers, and if the dealers aren't 
sold on radio and Iv or what these 
media can do for them, thoy doji't 
recommciul that we buy spot when 
planning time comes around." 

5. Spot buying is complicated. ?So 
one seems to have the answer to the 
problem of how the mechanics of spot 
buying can be simplified. There s no 
getting arouiul the fact that a cam- 
paign of 30 announcement? a week on 
126 stations in 100 markets is a lot 
more difTicult to buy than a full-page 
ad in the Saturday Evening Post. This 
buy also requires much more servicing 
and a more complex billing procedure 

One agency vice president com- 
ments: "'We use spot, but we hate the 
headaches! A lot more autcjmotives 



would l)ii\ ^pol more regularK if there 
weren't the^e big problems. It's hard 
to handle, and it s expensi\e. Nine 
times in 10 we sign a contract for a 
?et sum. and the actual billing is far 
dilTerent because of .-ibifts and changes. 
We sign se\ en copies of the spot con- 
tract, and ever} time there's a single 
change in the a\ailabilil\ list we lune 
to rewrite the basic contract. W'e end 
up signing as many as three contracts, 
and maybe a fourth after the schedule 
has actuall) been aired." 

Agency men concur that spot is in- 
herently complicated, and always will 
he. But the)' think there can be more 
streamlined methods in the presenta- 
tion of a\ ailabilities. in the actual 
bu) ing and the order forms, in the 
ser\ icing and in the final reports that 
the amiouncements ha\e been aired. 
I See "How to make spot radio and tv 



norniall} l)u\ at the la.'^t niiimte. and 
that the (^arlier we know about his 
x'Uing idea or his announcement the 
better it is for c\'er\one. Also, it's 
the resporisibilit} of the local station 
to let us know if we re being y)re- 
enipted for a political broadcast, as is 
frccpienth the case this year, or to let 
us know if an) thing happens locally 
\\hich afTects our schedules." 

Richard T. Doherl}-, president of 
Tele\ ision-Radio Management Corp., a 
Washington con>ulting firm, recently 
asked a group of Michigan broadcast- 
ers se\'en pointed questions. (1 ) Are 
) ou selling time or audiences? (2) 
Does \c)ur cop) sell? (3) Are your 
rates sound? (4 1 Are you promoting 
}our station effect i \el ) ? (5) Do you 
know the advertising patterns of your 
local dealers? (6) Do you .sell con- 
slructi\eh ? (71 Do you really know 



Where Detroit buye 

Buyers 

BUY ONLY once a \ear. Cars 
swoop in at new-car time, lose 
impact \vliich con.'^istenc) pro\'ides 

LIMIT BUYING to rigid pattern. 
The}' bu\ oidy peak j)eriods like 
a.m. radio, nighttime tele\ ision 

AIR SAME copy. Cars stress simi- 
lar copy points, miss out on plug- 
ging their new, special features 

IGNORE spot's flexibility, its spe- 
cial audiences. Biggest omis- 
sion: the huge women's audience 



, sellers fall short 

Sellers 

UNDER-SELL and over-sell. They 
hammer at time slots most easily 
sold, often miss new approaches 

OFFER variable rates. Agency, 
dealer organization, local dealer 
— all get different price f<;r spot 

DON'T MEND dealer fences. Deal- 
er is biggest cog in automoti\'e, 
yet radio and [v b} pass him 

COMPLICATE spot buying. Intri- 
cate billing, multiple contracts 
and service, need streamlining 



easier to hu}." 17 Scplendjcr 1956.) 

6. Scr\ icing is inadequate. Auto- 
moti\ e l)U}ers ha\ e man\ complaints 
about ser\ icing. The} charge first of 
all that too few broadcast salesmen 
kno\\' the character of the automoti\'e 
business, which is ceitaiidy unique. 
This lack of knowledge, the argument 
goes, leads ine\ilabh to inadecpiatc 
recommemlalions to the agency, and 
to inade(|uate ser\ icing of the agency 
by the rep and of the account bv the 
local station. 

Says one timebu)er: "It's up to the 
lep to come in and see us at least four 
months before we start a spot cam- 
paign, lie should know that we don't 



the potential of your market? 

An agenc} vice president, listening 
to Dohert}, told SP0NS0I{ "If we knew 
the answers to all these questions, as 
they apply to a radio or Iv station, 
I'd be n lot more sold on spot. ' 

Another adverti>ing agency execu- 
ti\e puts it this way: "E\ery plane 
which comes into Detroit is loaded 
with media representations burdened 
\\ith tell-tale packages, projectors and 
easels. W e ve seen e\ er} possible pre- 
sentation, statistic, chart, graph, film 
aiul stud\ . 

"\\ hat we want to know are facts 
about the car market, and how it is 
reached and sold." ^ 
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ADVERTISERS 



Leaders haven't changed radically: 
everything else has in advertising's 
10 years of greatest growth. 



he past 10 )ears may sonic da) be 
referred back to as the (^oldeii Age of 
Ad\ ertisins. 

Jn tbat 191-6-56 jjeriod advertising 
eanie np \vitb a virtual bang because 
il bad so man\ factors pulling for it. 
Here are some of tbem: 

1. A fast-Hio\ing eeononiv re- 
bounding from war shortages. 

2. Solution of production |)roblems 
in j)art ibrougb wartime discoveries. 

3. The develojjmenl of countless 
new materials, products and services. 

!. riie advent of the marketing 
revolution. 

5. The sbarpcniug of tbe effectixe- 
ne>s of radio and the ciucrgcnce of 
1\ as a unrcpiely potent medium for 
dcmousti ating and selling. 

6. 'i he almost unbelievable growth 
(jf v. S. population. 

In 1916 tbe manufacturer of mass 
consumer products in a vva) was 
marking time for the big push. Many 
kept tbeir advertising cainj)aigns go- 
ing more out of a v\ ish to keep tbe 
name beb)re the public than a need 
for more cii>tomers. They could still 
sell v\batc\cr tbe\ produced. 

In the inleriiu there was a wealth 
of experimenting with materials" and 
products tbat cmeiged in defcnsc-oc- 
"upied factories and laboratories. 
I'lan- accumulated on the boards. 

\\ hen the production flood broke 
in full ff)r<(' the foll<)v\in'r two veais. 
a<I\ ertising expenditure took on an 
a( ( iiinulating niomentum tbat, with 
the evceptioii of the Korean War, has 
nr\cr diiiiirii-licd. In these 10 )ears 
ad\crti-ing -kx rocketed from a |)i|. 
lion lo a "^10 billion business. 

(."oniparing 1916 to I9i6 tbe ad\er- 
ti' in;.' leaders baven't changed much. 
I be •-<,,-||)v and foods wcjc on the \er\ 



top in 1916 b) \iitue of ibe fact, as 
it turned out, tbat tbe automotives 
were eonstraiued by a limitation of 
j.roduct and absence of a really com- 
petitive market. Ouee this market 
developed — and thai eame witb tbe 
end of the Korean imbroglio — the 
automotives. j)articidarly General Mo- 
tors and Ford — rapidly assumed lead- 
ersbip in tbe advertising marts. 
Examples: in the 10-year span_General 
Alotors went from SIO million lo an 
estimated ?!125 million; Ford, from 
around S6 billion to an anticipated 
S60 nn"llion for 1956 and Chrysler, 
from $2^2 million to an expected $30 
million this year. (These are estimates 
including sjiot t\ and radio and otber 
media not in tbe charts at right. I 

A cascade of new products and nev\' 
methods of marketing — highlighted by 
the fast growth of tbe super market — 
sparked the doid)ling and tripling of 
ad money among the leaders in tbe 
soap and food-processing fields. Tbe 
ratio of increase has been even greater 
among the major tobacco companies. 



An important cont ributanl: the 
marked increase of brands. In 1946 
there were some eight jjopular brands 
of cigarettes on the market. With 
tbe emergence of tbe king-size, tbe 
filter-tip and the mentholated type 
this market now contains over 30 
brands witb more coming. 

Other industries that have helped 
swell the advertising tide have been 
tbe electric appliances, tbe heavy 
metal industries — like Alcoa and 
Kaiser — and paper ])roducts. For 
instance. General Electric in 191-6 was 
accredited witb an exjicnditure of 
about $6 million. Last vear its total 
in measured media was $26 million. 
W^estingbouse's investment for media 
in '16 was Sl.S million. \ine years 
later W^eslinghousc's cxjiendilure was 
tabulated at $>").7 million. 

The improvement of the freezer and 
lefrigerator and the tremendous ex- 
pansion of tbeir market brought about 
two things of special moment within 
tbe grocery mamifacluring business: 
(Article continues pasie 42 I 



A ]>:irlial piclure of advertisinjj; jrroAvtli 

The chart at right inelu<l(>s network radio figures for 1916 only because 
in 1955 I'll) ceased reporting net radio fignies. It is only a jiarlial 
picture of advertising expenditures in other respects as well: (1) The 
I'll) figures b)r network Iv in 1955 include gross time only, no costs of 
|)rodiiclion. (2) S|)ol tv and sj)ot radio, the air media eonnlcr|)arls of 
newspa|)crs, are not recorded. Sjjot radio spending b\ individual com- 
panies are not published a condition which si'ONSOU has long sought 
lo r<;medv I sc(! page 100). Spot l\' figni es. while llie\ are now pub- 
lished bv T\ H. were not av ailable until the last (piarler of 1955. An 
index of the change addition of niissine; air media billiiiiis would make 
in the figures for comjjanics above is jirox ided bv these totals: In 1955, 
nelv\ork radio billed a si'ONSOK-estimaled $115,000,000. Spot tv bill- 
ings b)r 1955 totaled a Si'ONSOK-eslimaled $295,000,000. Spot radio 
billings for that \ear were at a sro,NSOi{-estiinale<l $1 1 kOOO.(K)0. 
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1946 



1956 



RANK ADVERTISER 



NEWSPAPERS MAGAZINES NET RADIO 



1. Procter & Gamble 

2. Sterling Drug 

3. General Foods 

4. Lever Brothers 

5. General Motors 

6. Colgate-Palmolive-Peet 

7. General Mills . _.. 

8. American Home Products 

9. 8ristol-Myers 

10. Distillers-Seagrams 

11. General Electric .__ 

12. Schenley Distillers 

13. Miles Laboratories .._ 

H. Ford Motor . 

15. Reynolds Tobacco . 

16. Swift 

17. Liggett 0 Myers Tobacco 

18. American Tobacco . 

19. Standard 8rands .. . . . . 

20. 8orden 

21. Quaker Oats . . 

22. Campbell Soup 

23. National Distillers 

24. Philip Morris 

25. Coca-Cola 

26. National Dairy Products 

27. Kellogg 

28. Eversharp „ 

29. Lambert . .. 

30. Andrew Jergens 

31. 8rown 0 Williamson Tob. 

32. Hiram Walker & Sons 

33. Texas Company 

34. American Tel. 0 Tel. 

35. Carter Products 

36. R.K.O. Radio Pictures 

37. Socony-Vacuum Oil 

38. War Assets Admin . 

39. Chrysler 

40. Manhattan Soap . 

41. P. Lorillard 

42. Phiico 

43. Libby, McNeill & Libby 

44. U. S. Army Recruiting 

45. U. S. Rubber 

46. Gillette Safety Razor 

47. Goodyear Tire 0 Rubber 

48. 8. F. Goodrich 

49. DuPont de Nemours . 

50. Doublcday, Doran 

51. Prudential Insurance . 

52. Armour 

53. Parker Pen 

54. Nash-Kelvinator 

55. Pennsylvania R. R. 

56. Radio Corp. of America 

57. Carnation . 

58. R. 8. Scmler 

59. Firestone Tire 0 Rubber 

60. Curtis Publishing 

61. Ralston Purina 

62. 8. T. 8abbirt 

63. Corliss Lamont 

64. International Cellucotton 

65. International Harvester 

66. U. S. Steel 

67. Lewis Howe . 

68. Westinghouse Electric 

69. S. C. lohnson & Son 

70. Wm. R. Warner 

71. Lehn & Fink 

72. Wander 

73. Vick Chemical . 

74. E. R. Squibb & Sons 

75. National 8iscuit 

76. Amer. Meat Institute 

77. Loew's-MGM 
7S. Florida Citrus 

79. F. W. Fitch 

80. International Silver 

81. Union Carbide 0 Carbon 
S2. Continental Baking . 

83. Corn Products Refining 

84. Park & Tilford 

85. Glcnmorc Distilleries 

86. Sun Oil Company . . 

87. Eastman Kodak . 

88. Serutan 

89. 8est Foods _ 

90. Allis-Chalmcrs 

91. Electric Auto-Lite ... 

92. American Cyanamid _ 

93. Stokely-VanCamp 

94. 8ayuk Cigars . . 

95. Wildroot _ 

96. Zonite Products 

97. 8ourjois . 

98. Chesebrough Mfg. 

99. W, R. Sheaffer Pen _ 
100, Seven-Up 



$3,723,937 
1,625,687 
2,076,634 
1,641,240 
2,573,092 
3,665,763 
1,849,268 
946,434 
1,150,372 
2,505,956 
739,874 
1,697,464 
168,230 
841.352 
892,616 
1,346,973 
270,591 
1,489,215 
817,599 
1,162,577 
1,343,081 
9,308 
1,164,224 
899,991 
977,264 
954,194 
550,359 
783,241 
1,185,967 
709,967 
1,144.836 
81 1,491 
205,790 



658,875 
268,200 
321,208 

2,510,173 
503,038 
305.198 
552,337 
182,109 
411,116 

1,083,053 
198,692 
572.769 
104,367 
24,836 
67.936 

1,246.216 
8.462 
599,249 
605.109 
262,629 
650429 
181,226 
293,774 

" 22.008' 
941,126 
154,909 
90,488 
581.700 
300.991 
100 806 

36.915 
221,483 
362,1 19 
382,042 
653.475 
520.961 
381.573 
1 1 1.219 
462.977 
1 10.045 
519.988 
880.295 
288 807 
20.S24 
15,504 
809.899 
138,806 
713.275 
274.973 
456.852 

194.370 
633.317 

34,613 
223.937 

8.81-^ 
116.321 
119,121 
160,541 
149,419 
189,504 
323,641 
298.558 

17,231 



$3,612,433 
1,676,843 
2,794,126 
3,471,743 
5,793,639 
2,081 674 
1,033,144 
1,837 469 
3,386,403 
4,367,150 
4,301 781 
3,422,623 
325 349 
3,919 112 
2,663.036 
2,844 196 
1,733,854 
1,047 917 
1,689,290 
2,133,835 
512,471 
1 ,695,040 
3,015,714 
986,004 
1 .083,935 
1,313,726 
364,413 
1,046,193 
2,1 16,751 
1,298,123 
64.265 
2,445.065 
1,678,525 
2,066,148 
540.317 
2,555 553 
1,625 751 
185,599 
1,852,187 
178.715 
469.090 
573.890 
527,442 
648,555 
1,542,513 
601 .465 
2.235,64-^ 
1,802.607 
1,492 933 
979,733 
441 725 
1,390,298 
832,303 
1 .278 933 
1,4-3 959 
1.346,210 
373 670 
877.205 
1,289.318 
187,930 
471.819 
2.932 
1 4 6.162 
1,648,440 
1,223.353 
724,836 



389.229 
561 ,648 
915 386 

1 099,629 
734.722 

1 068.31 1 
833 790 

1 ,261 .981 
807.443 

1.171.670 
482 375 
1 14.993 

1 010.538 

1,527.830 

1 372,770 
795.262 
1 ,222 702 
22.656 
1,471,271 

"'810,006 
438,709 
263.687 
8S5 811 
931,522 

288.520 
490.680 
527,840 
308.493 
381,839 
908,350 



$17,319,744 
9,455,334 
7,713,191 
5,789,439 
2,181,127 
4,564,309 
6,801,830 
6,637,850 
2,618,285 

1,7367488 
1,232,669 
5,837,803 
1 534.667 
2,616.594 
1,865,658 
2,734,140 
2,090,894 
2,017,976 
1,189,957 
2,425,474 
2,491,030 

2,280,443 
2,011,405 
1,702.684 
2,791,967 
1,854.772 
295,901 
1 51 1.238 
2,128,653 

1,083 318 
S07 990 
1 662,780 

"'864,922 

" 336,672 
2,186.698 
1,605.893 
1 ,806.230 
1,609,684 
783.581 
725.685 
1,185,245 

481.472 
636 592 

1,770.158 
196,124 
714.353 
608,700 

' 600,224 
1.453,258 
1,231 278 
791 244 
971,883 
1,471,133 
1,927,300 



609./ 92 
1,167,1 10 
1,843.203 
1,224.735 
894.91 8 
504.241 
38.481 
528.351 
330 396 
804,091 

807,312 

320.892 
1,249.275 
572,983 

706,515 



1,010,256 

i',266,.839 

961,074 
869.364 
455.010 
297,006 
1 .220.280 
875,267 
681.868 
596,779 
668 944 
620.364 
360,368 



" 3-MEDIA 
TOTAL 

524,656,164 

12,757,864 
12,583,951 
10,902,422 
10,547,908 
10,31 1,746 
9,684,242 
9,471,753 
7,155.060 
6,873,106 
6,772,103 
6,352,756 
6,331,382 
6,295,131 
6,172,246 
6,056,827 
4,738,585 
4,628.026 
4,524,865 
4,486,369 
4,281,026 
4,195,378 
4,179,938 
4,166,438 
4,072,604 
3,970,604 
3,706,739 
3,684,206 
3,598,619 
3,519,328 
3,337,804 
3,256,556 
2,967,633 
2,874,138 
2,870,018 
2,823,753 
2,811,881 
2,695,772 
2,691,897 
2,670,611 
2,627,320 
2,562,229 
2,548,242 
2,515,189 
2,466,890 
2,359,479 
2,340.014 
2,308,915 
2,247,461 
2,225,949 
2,220,345 
2,185,671 
2,151,765 
2,150.262 
2,129,388 
2,127,660 
2,120,702 
2,108,483 
2,102,570 
2,100,939 
2,097,861 
2,020,720 
1,997,862 
1,949,431 
1,933,951 
1,891,996 
1,880,118 
1,835,447 
1.818,685 
1,801,669 
1,791,585 
1,784,034 
1,780,280 
1,749,100 
1,724,958 
1,724,800 
1,691,658 
1,683,562 
1,653,075 
1,604,345 
1,543,334 
1,516,414 
1,511,576 
1,508,537 
1,497,675 
1,489,764 
1.471,271 
1,461,209 
1,443,323 
1,434,396 
1,356,988 
1,349,639 
1,344,849 
1,339.401 
1,324,328 
1,322.167 
1,314,123 
1,301,083 
1,300,761 
1,286,449 



HANK ADVERTISE.N NEWSPAPERS MAGAZINES 

1. General Motors $62.58 2 $26D4,05j 

2. Chrysler 24 05= 1 ^ itj 144 

3. Procter & Gamble . 7,946.306 11,97.263 

4. Ford Motor 29,610 982 fc b 9 9J 

5. General Foods » 6c5 524 11,9 2,269 

6. Colgate-Palmolive 9.J35.12 3 4 028.525 

7. General Electric 7,5^,414 11,42.86 

8. Gillette 2,09. 957 2 5 8 499 

9. American Tobacco 4.273,234 5,004 593 

10. Reynolds Tobacco 3.793.402 3,023,535 

11. Lever 8rothers 7,672.939 1.63' 515 

12. Distillers-Seagrams 9,810.168 7 656,469 

13. General Mills 3,908 4/3 3,912,298 

14. Amer. Home Products 2,469.658 2,257,291 

15. National Dairy Products 4 811,426 3,042,0/S 

16. Campbell Soup 2,344.703 6,343,190 

17. National Distillers . 6.715,088 5 277.95*^ 

18. Bristol-Myers 2,384 543 3,616.053 

19. Liggett & Myers Tobacco 1 569,9^0 1 927.360 

20. Studebakcr-Packard 6,025,371 2,745,966 

21. P. Lorillard 726.813 2,627,891 

22. Schenley Ind. 5,925.590 3.523 550 

23. Goodyear Tire & Rubber 2,110507 5085 121 

24. Pillsbury Mills 1.608,694 2 189,487 

25. Swift 3,185,454 1,602.115 

26. Westinghouse Electric _ 2,514 967 1751532 

27. American Motors 3,376,354 2,000,861 

28. Radio Corp. of America . 2,365 379 4,226 167 

29. 8ordcn 1,855.566 2,1.><S,370 

30. Philip Morris . 4,805.642 2,214.691 

31. Standard 8rands _ _ 2,884,460 3.689,876 

32. Coca Cola 2,775,109 1.761.375 

33. Amer. Tel. & Tel. 429,628 7,018.971 

34. Kellogg ,_. 1,355,155 1.308,257 

35. Du Pont dc Nemours 1,011,280 5,278 670 

36. Quaker Oats 2,592 870 2.662.109 

37. Armour ...^ 3,407.594 1,539.669 

38. Natl 8iscuit 3,528,133 420.158 

39. Nestle 2,772 989 1,741,614 

40. Johnson & Johnson 1,714,839 3.406,105 

41. Sterling Drug 2,552.622 2,111,935 

42. IntL Cellucotton 2,077,914 3,052 955 

43. S. C. Johnson & Sons 872.729 1.564.766 

44. Carnation . 1,671,578 2,416.557 

45. Eastman Kodak 1,030,386 2,557.892 

46. Scott Paper 275.272 1.548,509 

47. Texas Co. 1,125,092 2.361,843 

48. Firestone Tire & Rubber 1,331551 2,291,212 

49. Hiram Walker, Gooderham 

& Worts . .. 2,7^4 618 2.355.042 

50. Gulf Oil ... . ^ 2 495,161 396.918 

51. Helene Curtis _ 1,663,714 1,178,269 

52. Hunt Foods 2,645,666 2,061.119 

53. Warner-Lambert 793.691 1,774 563 

54. H. J. Heinz ^ 969 949 1,480 302 

55. Rcvlon 685.252 890 9-6 

56. Serutan 429 135 4.252 

57. Best Foods 1,661,495 958.222 

58. Avco Mfg. 1,016.306 1.666.664 

59. Phiico 990,716 1,504 542 

60. Spcrry Rand 168 673 2.004.552 

61. Jos. Schlitz 8rew. . 706.432 1,076.055 

62. Miles Labs. 273,771 734.650 

63. Monsanto Chemical 2.163.223 1.382.715 

64. Chesebrough-Ponds 1,444 949 1,314.2C6 

65. Brown & Williamson Tob. 757.051 941.440 

66. U. S. Steel 606.017 1,454.049 

67. 8org-Warncr 1,982.556 1,877,889 

68. Pepsi-Cola 2.314.609 893.690 

69. Socony-Mobil Oil 2 562,350 1,137.149 

70. Shell Oil 2,407.907 1,203.4% 

71. Sylvania Electric 634.566 835.714 

72. 8. F. Goodrich 717.263 1 782,515 

73. Dow Chemical 111.210 810.074 

74. Corn Products Refining 1.083,720 1,575,687 

75. Eastern Airlines 3.400.639 

76. Andrew Jergens 646.534 1,468.787 

77. American Airlines 2,697 004 619.691 

78. Sunbeam 669 578 1.218 501 

79. Armstrong Cork 63 395 1,809 370 

80. Pabst 8rewing 1,378.172 8.000 

81. Wm. Wriglcy, Jr.. 1.829.295 461470 

82. Doublcday .... 2,257 430 774 400 

83. Clorox Chemical 2 463 665 554 096 

84. Hazel 8ishop 250 874 

85. Admiral 563 080 1,006.514 

86. 8rown-Forman Distillers .. 1 505.868 1.465.502 

87. Aluminum Co. of Amer.. . 170065 1,006.877 

88. Trans World Airlines 1675 558 121 "934 

89. Simoniz 483 412 1 7<3 275 

90. Time, Inc. 2,749.181 68 50S 

91. Reynolds Metals 86.840 941 491 

92. Lehn & Fink 38 211 676 918 

93. Prudential Insurance 1371 600 9 .<r45 

94. Pan Am Airways 1,355,172 ."56- 03'^ 

95. American Dairy Assn. 92,758 S9'< 270 

96. Union Carbide & Carbon 1,003,377 1 566 934 

97. Rcxall Drug 323,667 2 350 144 

98. California Packing 364 895 1 946 294 

99. Greyhound 1861634 830 6-9 
100. Wesson Oil-Snowdrift 1371 600 1 02^! 350 



$14 0 3 

17 2 2 ,69 
33,822.223 

b 64-1 rX) 
13 83) 2 1 
Is 69-' 313 

7 402 J 2 
15,7402 6 
10,703 825 
12,230 666 

9,444,/ 52 

9.456,2j9 
9,249,054 
5,917,999 
3,885,385 

5,023,135 
7.430,797 
1,547.854 
6,446,082 

2,195,411 
5,291,324 
3,910,214 
4.392,370 
3,030,253 
1,734,456 
4,255,206 
1,256,250 
1,551,016 
3,012,362 

4,669,869 
790,6a) 
1,674 104 
1,609 374 
2,548.322 
1,760.274 
1,133 907 
1,4146 3 
914,648 
3.524.450 
1,749 928 
2,056.147 
3,573 004 
1,777,203 
1,561,750 



2.162,585 
2,129,197 

2,102 590 
2,093 569 
2.884 825 
3.860.070 
1,660.916 
1,582,420 
1,758.955 
1 910,957 
2,272 776 
3,039 440 
489 894 
1 186,365 
2,171 91 1 
1,800,440 

"^518.775 



2.142 450 
966.=K)3 

2,542.192 
793.977 

1.261, 895 

1,389,141 
1.3-4.555 
1,694.902 
741,360 



2.733.680 
1 403,939 

1 746.930 

2 180.458 

19,272 
1.805.609 
2 111 419 
1,361 832 
5CS 140 
1,733.702 
148 -40 
43.284 
391.643 

2^0 830 



3. MEDIA 
TOTAL 

$102,678,879 
50,696,624 
49,002,374 
47,139,575 
34,477,003 
32,061,703 
26,381,864 
20,426,702 
19,981,652 
19,047,603 
18,749,206 
17,466,637 
17,277,030 
13,976,003 
13,771,503 
12,573,278 
1 1,943,046 
11,023,731 
10,928,127 
10,319,221 
9,800,786 
9,449,140 
9,391,039 
9,089,505 
8,697,783 
8,632,369 
8,407,468 
8,326,002 
8,299,142 
8,276,583 
8,125,352 
7,548,846 
7,448,599 
7,333,281 
7,080,559 
6,929,083 
6,556,637 
6,496,613 
6,274,877 
6,254,851 
6,079,170 
6,045,517 
5,961.945 
5,838,063 
5,644,425 
5,378,785 
5,264,138 
5,184,513 

5,129,660 

5,054,664 

4,971,180 

4,706,785 

4,670,849 

4,548,820 

4,461,053 

4.293,457 

4,280,633 

4,265,390 

4,254.213 

4,084,182 

4,055,263 

4,047,861 

4,035,832 

3,945,520 

3,870,402 

3,860,506 

3,860,445 

3,732,074 

3,699,499 

3,616,403 

3,612,730 

3,466,654 

3,463,476 

3,453,384 

3,400,639 

3,377,216 

3,316,695 

3,277,200 

3,247,320 

3,081,074 

3,032,125 

3,031,830 

3,017,761 

2,984,554 

2,978,583 

2,971,370 

2,923,872 

2,893,492 

2,843,145 

2.836,961 

2,833,940 

2,826,186 

2,787,274 

2,730,311 

2,724,730 

2,719,051 

2,717,095 

2,702,834 

2,701,313 

2,670,780 



* 



NOTE: 



Plli stopped measuring network radio uiiduaY in ID^r,. hence chart above includes net radio jor lO-U) 
only. Magazine and network figures are PIB. Seuspaper figures are from A.\PA's Bureau of Advertising. 



an n\ orliauliiig ot the dislribulioii 
process and the iiilrntluclidii of hun- 
(licds of frozen product*. Frozen 
friiil juices foujrhl through advertis- 
ing for a fast gro\ving market, with 
such air-ad\ ertised brands as Minute 
Maid. Flamingo and Snowcroji among 
the leaders. Soon folkn\in2 were the 
fro/en prepared foods and a huge ex- 
tension of the frozen vegetable market. 
The battle for leadership \vas on and 
rchcrtising dollars j)oured forth in 
terms of manv millions from this 
source alone. Vnd still another post- 
war item in the grocerx field that con- 
tributed its ow n hea\ V hirgess to ad- 
\ crtising \\ as instant cofTee. 

Keferring slrictK to U. the jxnver 
of demonstration pr()\e(l to l)e the 
\(M'\ thing the doctor ordered for the 
iicautv aid field. Hevlon. foni. Helene 
(Curtis, Hazel Hishoj). Cot). Max 
Factor. Mme. Rubenslein and Avon 
emerged as aj)pr('ciable s|)eiiders, 
some net\\()rk. others, in spot. Ad- 
\eilising. \\ith the accent on tv. also 
gained hea\ il\ from the male toiletry 
held, especiall) with the emergence 
of the canned lather. Deodorants in 
all forms hit the market in (|uiek 
profusion and the consumer target 
was extended to the less gentle sex. 



In the drug field the slon" of boom- 
ing ad expenditures was quite similar. 
Two outstanding examples are Block 
and Pharmaceuticals, Inc. — both out- 
standing users of television. Pharma- 
ceuticals has budgeted almost S12 
million for network tv alone for the 
current fiscal year. 

Came the marketing revolution and 
the reaction as to their particular role 
in it was quite mixed among the agen- 
cies. Some were (|uiek to realize the 
import of this great change in Ameri- 
cas economic pattern and staffed them- 
selves with experts in distribution and 
field selling problems. 

One agency, in j)articular. McCann- 
Frickson, latched onto the marketing 
l)and\\agon with complete enthusiasm 
and unstinted expense. INIarion Har- 
per, Jr., becami^ a sort of l^lijali in as- 
sociation speeches and ne\\-account 
pitches, declaring that the emergence 
of the super market as the prime retail 
channel and other (listril)ution factors 
required ill a reorientation of think- 
ing in advertising and (2) a closer re- 
lationship between the client and the 
agency in marketing planning and 
strategy. 

Harper also was (piiek to recognize 
the role that television was to play in 



S P O N S O 



THE MAGAZINE TV RADIO ADVERTISERS USE 



IS NOW OUT EVERY FRIDAY 



p SUBSCRIPTION FORM 

I SPONSOR 40 East 49 Street New York 22, N. Y, 

I Yes, send me the new weekly SPONSOR for: 

I □ 52 weeks $10 



I 



□ 104 weeks $16 

□ 156 weeks $20 



I Name 1 

I 

Company 

I 

^''dress ^ I 



City Zone State | 
I 



this distribution re\olution. Consum- 
ers, he argued, had to be everlastingly 
pre-sold before they stepjjed into that 
suj)er market. And w ithin that concept 
there obviously lies the reason why 
McCann-Frickson rates among the 
very top in tv agencies; it looks like 
an SoO-niillion billing in that medium 
alone this year. 

Among the other agencies that cot- 
toned more or less quickly to the idea 
that guidance or marketing problems 
bad become an agency function were 
BBDO. William Esty. Lennen & New- 
ell, SSCB. Benton & Bowles. Leo Bur- 
nett. Cunningham & \^'alsh. and K&E. 
A few of the major packaged-good 
agencies apparently still prefer the old 
form of client-agency relationship: 
create advertising that will successfully 
sell good and slay clear of his distri- 
bution and manufacturing problems. 
Mean\vliile more and more leading 
manufacturers of consumer products 
are realigning their top management 
structure so that authority over adver- 
tising falls within the pur\iev\' of the 
marketing director. 

In brief, it has been a 10-vear span 
of brilliant progress for ad\'ertising 
as well as the American econonn. 

This 10-\ear period has also wit- 
nessed conspicuous changes in the 
sources of program creativ ity and con- 
trol. In 1916 the agencies were still 
the main fount of sponsored iiet\\"ork 
programing, even though the net\\orks 
themselves and independent packagers 
were making a determined bid to cap- 
ture a substantial share of this field. 
Still in bloom was the era of such 
agency showmen as the late John U. 
Reber iJW'T), the late Arthur Pryor 
(BBDO I and Mvron Kirk (Kudncrl. 
/\lso the amazing soap o]i(M-a assend)ly 
line, j)rcsidcd over b\ the nonpareil 
Frank and \nne Hunnnert — who, 
along with Irna Phillips may be 
credited \\ith con\erting davtimc radio 
into an advertising empire of its own. 

lloupver. 1916 marked the end of 
another era in radio ad\ertising — 
\\hen heads of sponsoring companies 
maintained a strong hand in the selec- 
tion and producing of programs. 
George Washington Hill, who died in 
Septend)er of that jear. was of that 
Iribe in a class by himself. Hill not 
onl\ determined the format of The Hit 
I'diatlc but kepi a constant check on 
ihe nmsical numbers thai went into the 
show and the band s maintenance of 
that fast and hard-hitting tempo, which 
became the programs trademark. 
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KMOD 
MODESTO 

delivers California's 
Modern Metromarket 
with a billion dollars 
in spendable income. 



KMOD's balanced 
programming appeals 
to Californians who 
like MODERN Radio. 

ABC Network plus 
Local News 
Local Personalities 
Local Sports 
Local D j Programs 



KMOD— MODESTO 

CALIFORNIA 

Represented by 
Headley Reed Company 



w 
V 

In Eastern North Carolina, 
it's nearly everyone for 
peanuts when you use 
WNCT! 

With a Class D 20-second "10 
Plan," the cost per thousand is only 
305:1 

If that's too much to shell out, then 
try a Class D ID "10 Plan" for a 
cost per thousand of 15(i. 

Whether your budget is peanut-size 
or elephant-size, your best buy is 
WNCT . . . first in every minute 
of every hour of every day . . . day 
and night, according to the Jan. '56 
Telepulse of 19 counties. Eastern 
Carolina's No. 1 TV Station. 



WNCT 



chonne|~^MiM»t^ ms »" 

3U.000 w.tn lull ilm. 
A Hif1w.ll CinpUII. 0«n Mff 



Notahl) £iim)iij; the oilier industrialists 
who took a personal hand in the coiii- 
paiiys radio programs were Henry 
Ford and llarvev Firestone. Ford's 
own prefereiiees were for the nostalgie 
and old-time spiritiial ol)ser\ance, 
while Firestone leaned toward the cul- 
tural and the hignaiiie artist. 

In terms of creativity and control, 
programing slipped out of the hands 
of the agencies o\er this 10-year peri- 
od. The finishing touch was due not 
so much rising under-tlie-liiie costs 
and economics of maintaining expen- 
sive production stalls hut their inabil- 
ity to compete \\\\\\ the la\ish. Zieg- 
feldian thrusts dealt hy Pat \\>a\-er 
via NBC. With hut one outstanding 
exception, it wasn't long before agen- 
cies ceased to function as programing 
creators and producers, riie exception 
was J. Walter Tboiupson. 

Another era which started back in 
1932 when the agencies were the de- 
velopers and the producers and the 
networks merely the carriers — had 
come to an end. ^ 



THE AGENCY RETURN 

{Continued from page 29) 

NIjC were late closing out their fall 
sales compared to previous \ears. 
partly because of the extra competi- 
tion. Therefore clients bad a chance 
until much later than last year to get 
their shows on the air. 

• Ageiicyiiien expect to see more 
time periods opening up in Jan. than 
usual. Partly because the audience is 
pulled in three diiections and also 
because there were no unusual pro- 
gram innovations on network this 
year, ratings have been disappointing 
to some clients. P&G and General 
Foods, for instance, are looking for 
co-sponsors on their new sho\NS. 

Agencies are hiriiij; progriiniing 
men: Getting enough top-flight tv 
personnel is a problem in agency tv 
departments right now. I5ut there are 
a number of agency tv producers and 
department heads who could head up 
network programing operations. After 
all, Pat \Wa\er, llubbell Robinson and 
Bob Lewine, to mention just three of 
the outstanding crcati\e network per- 
sonalities, all came out of agencies. 
.\ow agencies are trying to attract men 
of this caliber back in. 

"Of course, ha\ing shows staff- 
directed and staff-produced has handi- 
caps beyond the problem of getting 



Participations 
Available in 
580 Warner Bros. 
Films on KCRA-TV 





KCRA-TV has just made the 
biggest film buy in the Sacramento TV 
market — 580 WARNER BROS. FILMS. 

This means bigger audiences . . . 
greater entertainment, selling more 
products on clear Channel 3. 

Add to this the Columbia Screen 
Gems and General Teleradio packages 
already on KCRA-TV, and you come 
up with the four highest rated* parti- 
cipating movies in Sacramento: 



PROGRAM 

VALLEY PLAYHOUSE 
(Mon.-Fri., Follows 

"Queen for a Day") 

THREE STA*R THEATRE 
(Fri., 10:30 p.m. 
Sat., Sun., 11 p.m.) 
• 

MOVIE FOR A 

SUNDAY AFTERNOON 
(Sunday, 4 p.m.) 
• 

CAPITOL THEATRE 
(Saturday, 5:30 p.m.) 



ARB 
Share 


Avg. 
ARB 


Audience 

74.4^ 


Rating 

12.4 


59.4'' 


9.5 


49.5'^ 


00 


39.1'^ 


10.6 



Dominant film prof^ramming . . . one 
more reason why KCRA-TV is the 
highest rated NBC station in the IVest. 

* All ratings from 
Sacramento Television Audience 
ARB: June 2-8, 1956 



KCRA-TV 

CHANNEL 3 

SACRAMENTO, CALIFORNIA 
100,000 W»t U Max imum Power 

Basic li'lUnH Affiliate 
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LARGEST SAMPLING OUTSIDE U. S. CENSUS 



i 



COMPLETE RESEARCH SERVICE 

— an extension of advertisers' and agencies' own research de- 
partments — providing many "custom-made" surveys for stations, 
networks 

Pul.-e'p olalilislied iiioiillilv iiilerx iew iiig in the home makes, it ]DOssilile 
for \ ou to obtiifii P]"iecial survexp of wide \ arielv. ex])e(iile(l coiifideii- 
liallx. with s|)eed and eeonomx . 

Inventories in the home Pulse staff iiilerx ieweis enjo\ unique en- 
tree for gelliii<r cnrreni data from pantr\ . refrigerator, and medicine 
cliest ]Dnrelia>e< or tlie romj^lete range of major liouf-(diold a|)|)liances 
and autoniol)ile>. I'urclia.-es are aetuallx seen and \erified. 

Product marketing assistance New models, new products, new- 
usage, hefore-and-after (■oni|)arisons; |)referenee xoting: dealer outlet 
ex|)erience: income a\ailal)le foi- rental or ]3urtliase: |)rice levels and 
|)rieing |)olieies. 

Credibility studies How understandable and hcUevnhle are vour TV 
commereiais? Radio and |)rint-eo|)\ elaims? Flow sales-effective? 
\\ liat elements are haiii-j-tringing eonsumer-acce]Dtanfe? Pulse work? 
direetl\ with adxertisers or their agencies — to |)rovidc usahle. construc- 
tive hel]5 for crcatixe team eoo|)eration. Pilot-testing, full-run, a lOO'^t 
confidential scr\ ice. 

Program Profile Studies Too often a j-how is drop|)ed. just when it 
is heginning to click. Pulse interx iewing in de|)th. utilizing scientific 
techni(|nes of tpiestion-asking and tjucstionnaircs — documents the facts 
and gives evidence of true show potential, or re\cal> it as a dismal flop! 
l)evelo|)ed for network usage, a life-saver in critical situations. Informs 
exactl) what inu?-t he done to im])rove a show under natural conditions 
of \ iew ing and li^-tcning. 

Over-night, large-sample reports PERSONAL COIACIDEXTAL 
1\TI:R\ IFW IXG from minimuni-sain|)les of 1,500 families visited right 
while a siiovv is teleca>t. can gi\ c \ou complete ratings, audience coni- 
|»osition. and audience reaction, the very next morning . . . the fastest 
(Uitlientir-infornialion. nvailahle from large-scale, fool-|)roof samples 
that are l'iiLse-vali<laleil in every respect. 

Pulse area studies for radio telex ision eliminate au\ douhtful claims 
or gncs>;-work about the true picture of au\ station s marketing effec- 
tiveuess. '1 he '1 \ or radio coxerage of actual usage — not engineering 
data are convincing sales ammunition for stations and rc])s. 

CPA' s — Cumulative Pulse Audience sur\e\s show the total homes 
reached 1)\ each station- daily, weekh — for the u^-ual periods, and the 
pins of post-midnight vieicing and listening. TOP \L \ri)iK\CE — 
(//-home and out a certified |)erformancc audit of each family inter- 
viewed. iiH biding nil nieinbcrs of the famil\. 

Obex that inipuls(> — get in touch with i'ulse right now while you scan 
this. Just |)lionc Judsoii ()-',VM() or write. 

This month throughout the U.S., 150,000 homes are 
being interviewed for next month's "U.S. Pulse TV" 
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lood people and being able to afford 
pa\ing them."" says George Wolf, tv 
and radio head of Ruthrauff & Ryan. 
■"1 think the agency supervisor or 
producer is in a stronger and more 
flexible |)osition if he ean tell the |)aek- 
agcr to get a different director for the 
show, rather than having to fire a staff 
man. In doing the entire |)roduction 
on staff, the agency risks haxing an 
unwieldy, costly and demoralizing 
unit within the department, like having 
an indepedent |)aekage unit within an 
agency. Consider just the effect u|jou 
commercials producers, for instance. 
These men are |)ermanents who keej) 
relatively regular agency hours. Pro- 
gram |)roducers can't be squeezed into 
a mould." 

The need to niantain a large and 
])ermanent show production staff 
makes it unlikely that agencies will 
rush into actual show packaging. 
W hile network telex isiou as a whole 
tends to fax or the large agency over 
the small, a sudden need for agencies 
to produce shovvp would make it 
difficult if not im|)ossible for any but 
the to|5 10 or 15 agencies to handle 
lixc network ])rogramiiig. 

l^xcn ])rodueing shows within the 
agency need not mean earrxing a con- 
tinuous and staggering additional jiax- 
roll. 

"The netxvork> don't haxe a Leland 
Ilaxward on ])ayroll \ car-iu-\ ear-ont. ' 
sa)s ^NlcCann-lCriekson x'.j). Perry 
Chile. "And the top talent among 
])roducers and directors as well as 
among ]Derft)rmers ])rcfcr maintaining 
.-ome inde|3endcnce and flexibility. So 
there's really little difference betw(>en 
having the network hire a jDroducer of 
this caliber or the agency doing so for 
the client. In either ca^-e. such a man 
is called u|5on to do one s|)ecifie job. 
jXo agenc) could afford to baxc him 
pernianently axailable." 

Yet, while most agencies agree that 
men of that caliber xvould be called 
upon for s])ccial shows only and 
charged olT to the client, they do 
recognize the growing need for 
agencies to have com|5etent producers 
and directors on staff, comparable to 
the jjcnnancnt network staffs in back- 
ground, if not in numbers. 

"I don't sec how \ on can be respon- 
sible for a show, if you're not on top 
of it, and after all. the agencx is rc- 
s|K)nsible whether it's packaging the 
show or sn])crvi?ing it, sa\s Tom 
Lewis, ncwlj ap])ointed tv and radio 
V.]). of C. L. LaRoche Co. Lewis is 
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an example of the t^ pe of barkgrouiul 
ageneics seek among t\ to|)peri? tlicsc 
(lays. lie has his own in(ie|)endenl 
paekagiiig eoni|)aiiy on the West Coast 
and produeed and wrote features as 
well as Iv shows. 

"Ageiieics tiiat are too small to 
ha\c men with show business e\|)eri- 
ence permanently on staff, may be 
hiring consultants to represent them 
and their clients when it comes to 
creating and de\eloping .-hows for 
clients," Lewis suggests. ''Uut cer- 
tainly, for their connnission, clients 
are entitled to luiving their agencies 
fully responsible for their shows. And 
an agency can do this onl\ if it has 
topdc\el people available to it who can 
handle the talent and the packagers." 

Show control won't ho fiiiniicinl: 

Most agcncymcn feel that the risk of 
show investment would be too great 
for agencies to undertake, although 
some agency tv v.p.'s have speculated 
that such a hold on a client's show 
would be strong protection for their 
accounts. 

GeneralK, however, agencies feel 
that it might be too big a price to pa\ 
for keeping an account. When a 
client's show is successful, he usually 
tends to stay with the agency that 
bought or developed the program anv- 
how. An outstanding exception to this 
rule-of-thunib, which has given manv 
an agency tv v.p. pause for thought, is 
the case of Revlon and The $64,000 
Question, w hich Waller Craig of \C&K 
helped shape into its final form. Yet. 
despite the show's innnediate success, 
the client pulled out the show and gave 
the account to BRDO: Hevlon, how- 
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e\er. has control of the -how. 

In the old radio da\s. of course, 
agencies frequenlK not onU |)ackaged, 
but owned title to shows. The long 
hold lhe\ had on the \ery show idea 
is again illustrated b\ flic $61,000 
Question which still pa\s rovalties 
to Mill Hiow. original owner of the 
radio show on which the t\ program 
wa- ba-ed. 

"W hen this agenc\ (-reales a show 
or conceive- a show idea, we turn it 
over to the client," sa\s SSCB tv-radio 
v.p. Phil Cohen. "Hut that's individ- 
ual agenc) polic). Actually, joint 
financing i> concei\al)le. \fter all. 
man\ so-called network shows are 
c()nd)ination packages joinlU financed 
by stars and talent agents along with 
the networks." 

Of course, there have been many 
example- of agencies financing and 
owning film shows: Wni. Ksty owned 
Man Against Crime and The Hunter, 
.IW'f owned Foreign Intrigue. 

Agencies want networks in pro- 
gr:iniin<;: What kind of quality will 
agenc) production bring to the net- 
works? Opinion on this subject runs 
the ganmt from total condemnation of 
the agencies 1)\ outsiders to citing 
them as defenders of programing iii- 
no\alions and culture. ICssentialK , 
most agency t\ heads want as inan\ 
programing scmrces as possible. No 
one segment of the industry control- 
ling all programing would be health). 

'"If agencies alone controlled shows, 
the small client might be tempted to 
put on Who Hit Nellie? on a SIOOO- 
production budget, and trust to the 
lime slot to deliver the ratings." sa\s 



.M\ron Kirk. Kudiier l\ and radio \ .p. 

He agrees with the majoril\ of loj) 
agencN t\' excculi\es that the networks 
should maintain a degree of (•ontr(d 
to protect the public inlere-l. Man\ 
ageiicN men add that networks are bel- 
ter suited to do such major projects as 
Todny or Home which are to be sold 
on a |)artici|)alioii basis. If the nets 
withdrew from production. the\ feci, 
it would be tougher for small ad\er- 
tisers to buy into suitable vehicles. 

"Agencies don t have the opportu- 
nitv to do things like Playhouse 90J' 
he says, "Hecause they can't afford the 
iii\estincnl in a stall. The networks 
ha\e to do bigger-scale innovations." 

Most top agencN tv e\ecuti\es are 
|)arlicipating in show production in 
some wav toda\. llowe\er. there s a 
strong minorit) of agenc\ tv heads 
who still feel the agency should not 
enter show production. This group 
-ays the main programing function of 
the agcncv is crcati\e and economic 
l)u\ing of packages. 

"The agencN s primary job is ad- 
Ncrlising, not show production," a 
Cunningham & Walsh tv and radio 
director Ed Mahoney puts it. "The 
networks are producing programing 
jointh with packagers, and now the 
major Hollywood studios are likeU' to 
enter tv program production on a large 
scale. In other words, an agency can 
buy from more and more sources and 
buy wisel) for its clients, without 
getting out of the business of advertis- 
ing and into show packaging itself." 

Among most lop 20 tv agencies, 
however, the trend is strongly the 
other way— toward show control. ^ 
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Packs 'em in! 

wxix's Twelve Plan packs in so many customers 
at low cost that even herrinf? packers are amazed. 
The producers of Ma Baensch Ilcrrinp; "needed 
frequency of impact, package identification and 
emphasis on brand name." Their agency reports: 
"All these goals were achieved through the Twelve 
Plan on wxix, which has resulted in increases in 
total sales, in the number of retail placements, 
and in the frequency of purchase by retailers. A 
healthy progress at all levels!" Let us show you 
how low-cost WXIX can pack 'em in for you. 
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iJLsv tmokolghfarh:? 

lirotlicr, WCBS Radio is just ubout 
the busiest "thoroughfare" in the 
world's busiest eity. In faet, listeners 
to WCBS eonsistently place more 
WCBS programs on the list of Top 
Ten loeal daytime participating 
shows than all the other New York 
network stations conihined. 

WKLL-TO-OO NlilCMBORHOOD ? 

The facts: families in metropolitan 
New York have an efFeetive 
buying income of almost $29 billion 
yearly— 1 of the nation's total. 
And, in addition, more people in New 
York's vast, fast-spending, keep-up- 
with-the-Joneses suburban area 
listen to WCBS Radio than to any 
other New York station.' 

TOP SALESPEOPLE ? 
Nationally-known loeal performers 
on WCBS (Jack Sterling, Jim Lowe, 
Martha Wright, Galen Drake, 
Lanny Ross, John Henry Faulk, 
Herman Hickman and Bill Leonard) 
carry your sales message far beyond 
studio confines— to local supermarkets, 
client sales meetings, high school 
dances— and everywhere they go, 
they're building bigger audiences, 
making new friends, more customers 
for the products they advertise. 

SOUND INVESTMENT ? 
It sure is. Ask any of the satisfied 
advertisers who come back, year 
after year, to WCBS Radio, knowing 
that more New Yorkers tune in every 
week to WCBS than to any other 
station.' Get your product up for sale 
in the best business location in 
New York. For availabilities and 
details, call CBS Radio Spot Sales, 
or Buck Hurst, at PLaza 1-2345. 

WCBS RADIO 

New York • 50,000 watts • SSO kc 
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know THIS 
about 




C ii><ilu)^'a roiiiit\', Oliio, is 
Iiuluin" tcrriton- . . . and Salt 
Lake used to !)(■ . . . 

Hut today, the sicat Salt 
Lake market is a tiadiiif; and 
listening area of l.G17,2()() 
prospering; people . . . more t han 
Cleveland and all of ("uyahoga 
Couiilv. 

Big as It IS, the great Salt 
Lake market is effect i\ ely uni- 
fied hy uiu(|ue distribution 
methods and one powerf'id, 
persuasive radio station. 

Those in the KNOW 
buy KSL radio 

CBS (or SALT LAKE CITY • 50,000 WATTS 

•/•/„• < I, , l.nni liutinn 
Sour<oi-NicK<'n, Solct MonogomonI 
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Wendell D. Moore: Dodge radical 

In Detroit we don't talk about calendar \ear>. \\c talk about 
model \ears. sa)s Dod^e adNcrtising director, ■"Pete ' .Moore. 

.Moore cauie to Dodjie in The Model Year 19o.5. as jjart of the 
car niaker'.s new era of )oung meu. lie's a tall, heavy-set man in bis 
late thirties, with preiuatureK u;re\ hair. In auto ad circles he's 
know II as a radical, for cucourafiinjr the unusual in ad\ertisiiig. 

"Were in t\ more hea\ il\ than au\' other make of cars,'' Moiuc 
told spoASOi!. (He emj)liasizes use of network t\ despite Dodge's eom- 
parati\ely low budget among car manufacturers. I "Some $6 million 
of our $10 million factorv sjjonsored ad budget this vear is in uel- 
work tv. with ouv two hour-long Lawrence W'elk shows on ABC TV.'' 

The Saturday night Lau rence Well, Show, w ith its liea\ \ follow- 




ing among j)eoj)le o\c\ 30. has been producing Dodge sales at a 
cost-per-1 ,000 commercial minutes well under $2 since its debut in 
.jul) I'J.iS. Lncouraged by the bandleader's national success. Dodge 
and its agcnc\ . Grant Ad\ ertising. Detroit, built another show aroimd 
W'elk specifically aimed at the \oungcr crowd. This Monday night 
show, Laicrence Welh's Top Tunes and Talent, started 10 October 
JU.iC). cosponsored b) Dodge and Pbuiouth (through Grant). 

Tlu! ^haI■ed sponsorship brings ^Nloorc together once more with 
another young man in automoti\es. Jack Minor, reccnth appointed 
T'l) mouth sales \ .j). The two men met originalb' in 19.52 when thc\ 
worked together on the Dodge accoimt at Grant A(l\ crtising. 

"Jack was in aeeoimt work and 1 was media director,'' sa\ s 
.Moore. Minor bnuiglit Moore to Dodge within a year of becoming 
Dodge ad director. " Agenc) exprrienec has been a big help to me in 
knowing what to expect from the agene\ and what s unrealistic. F(u' 
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13 om Lee's Oo-iii-yoixrself Himts 
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RADIO 



1313 North Vint StrMi 
Hollywood 28, Colirornia 



With its population almost 18 million, and with its 
very high per capita income, you can paint a beautiful 
sales picture of the Pacific Coast, // you reach all the 
people. No matter w hat other media you may use, Don 
Lee (and only Don Lee) with its 45-station radio net- 
work, will add the broad base you need for complete 
coverage of the Pacific Coast. 




DON LEE IS PACIFIC COAST RADIO 

Represented nationally by H-R Representatives, Inc. 



jOOO w 

SAN MANCISCO j^p^^ 
«'OKC 

To make money in the^ 
West's two largest most i 
concentrated markets, Don Lee 
recommends its network key 
stations, KHJ and KFRC. 
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Mr. Sponsor continued . 



iiK-tance. ] like to -.re the ;igeiiry"s top creative people imolved in 
|)ro(luciii<i our .^^liow. \fter all, they helped shape it into its success- 
ful network format from the original local dealer show on KTLA. 
i^iit I don't think they should go into the business of packaging the 
program with all the necessary extra production personnel on stall." 

The automobile adman is dilTerent from a drug or food adman. 
Moore told si'o.NsOR. He was walking through the Dodge plant at an 
athletic j)ace. moving well ahead of the car frames rolling alongside. 

W orker> welded, hanunered. fit parts onto the skeleton up to the 
point on the assend)l) line when Narious color bodies were dropped 
u\H)u the frames moving In at two to three miles an hour. Moore 
was oblivious to the thunderous noise of metal being worked all 
about him. watched various processes with fascination and discussed 
technical jiroblems with men in the plant. At three, a shrill siren 
announced the shift change. 

"You can I sell cars without knowing how they're made and wliv." 
he told si'()\'SOR. '"A large proportion of onr conunercials, for in- 
stance, are demonstrations of Dodge engineering advantages. Ob- 
viousK . the agenc)- creati\e men ha\e to understand them to translate 
them into visual sales messages." 

The demonstration commercials include one showing a girl dri\ing 
a Dodge over marine testing terrain alongside a huge lank. In an- 
other one. a man gels into a Dodge and dri\es off. right after the car 
has been dunked into and fished out of San Pedro Ha\, California. 

"The agency men sj)end a lot of their lime here at the plant with 
us,"' sa) s jMoore. "1 remember having lo get up at the crack of dawn 
to get here for o:00 a.m. meetings, ' he added with a grin. "Now 
I've got lo do that ever) da\."' 

Like most auto executives, Moore lives outside the sprawling cil\ 
in suburbs some 20 miles from the plant. But he adds that at the 
famous Michigan clip "and in a Dodge" the distance is covered in "a 
matter of minutes."' 

Moore anticipates an eventual garage problem. v\hen his \ounger 
son and daughter come of dri\ing age. An enlhusiaslic golfer and 
"\ ard-puttcrer around the house," Moore finds he rareK sees homo 
during the weeks preceding introduction of a new line. 

'"We've just had a series of 20 meetings around the eountiy lo 
introduce the 19.57 "swept-wing" Dodge to dealers," .Moore said. "1 
conducted five of those meetings myself, which meant a schedule of 
one da) in Cinc'innali. the next in Cleveland and so forth.'" 

Last Jul) Moore, together with Crant Advertising, made up a l)o- 
It-Yourself kit to answer dealer advertising (jueslions and provide 
them with ideas for local campaigns in all media. "We've got .500 
field men who call on dealers and answer their questions. Now the.se 
field men can provide dealers with the kit as a further help toward 
creati\e use of all media, including local tv and radio."" 

Moore feels that the top admen of the future will have an increas- 
ing amount of air media background. His own experience had been 
lu'a\ il\ in timebu\ing on automobile accounts, and from 10.52 on- 
ward, all media for Dodge at Grant Advertising. 

Sociall), Moore finds that he's also frccpientU with automobile 
agencN men and ad executives. "Detroit's a big club town, he says. 
"Peoi)le in the industr\ might gel" drunk together at their ehib. but 
the next da\ the\"ll be at each other s throats,"' ^ 



.SPON.SOI! 



27 octohkk 19.56 



CALL HOLLINGBERY CO. 



WABC-TV 
IS 

NEW YOEK 

Mof'e and more, WABC-TV is 
reflcctijuj New Yorlxers' habits 
and needs. It is an iiitegral part 
of a complex livhuj pattern 
that oiconipasses eliffdwellers 
and suhurha)iites. 

Paced at a level that reflects 
the poteiit ascendancy of 
the network, WABC-TV is an 
ente)'tain))ie)it ajid sales- 
produci)i(j medium that truly 
is New York in every way. 

Channel 7 

WABC-TV, New York WBKB, Chicago WXYZ-TV, Detroit 
KABC-TV, Los Angeles KGO-TV, San Francisco 
Owned and operated by the 
American Broadcasting Company 



BUILD YOUR OWf 

With These 52 ThriMini 




THE LONE won 




ELLERY QUEEN 





UUDOG DBUMMi 




SCREEN 1^ GEMS, INC 



TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP 
711 FIFTH AVENUE. NEW YORK, N.Y 



I 



YSTERY THEATRE 



rst Run Feature Films 



HOLLYWOOD 




PARADE 



Hve 'em what they want! Mysteries are best 
ellers in books and magazines . . . big box office 
1 motion pictures and on Broadway . . . and tops 
n TV! This unique package offers you not 
jst ordinary mysteries, but includes the most 
amous of all fictional sleuths . . . portrayed by 
Dp HoUywood stars . . . IN FEATURE 
.ENGTH FILMS! 

ifou can't beat this great combination for 
apturing top TV ratings and more satisfied 
ponsors. Availabilities will be snapped up fast . . . 
on't waste a minute! 




PHONE TODAY. . . BE ON THE AIR TOMORROW! 



IN THE EAST 

Ben Colman 
Plaza 1-4432 
New York, N. Y. 



IN THE MIDWEST 

Henry Gillespie 
Franklyn 2-3696 
Chicago, 111. 



IN THE SOUTH 

Frank Browne 
Emerson 2450 
Dallas, Texas 



IN THE FAR WEST 

Richard Dinsmore 
Hollywood 2-3111 
Hollywood, Cal. 



IN CANADA 

Lloyd Bums 
Empire 3-4096 
Toronto, Can. 



^ SPONSOR ASKS 



Are box-top offers still effective on radio and tv 




Walter N. Thune, mcrchandiMnf: ex- 
rciiitrr, ( unmiighain iH: l( alsli, \eu: Yorh 

^ Of course hox-loj) ofTers arc ^till 
('lIcctiM' on riulio iiiid t\. OiiK the 
(IcjiK'c and the luiturc of the ellecliNc- 
n("-s lia\e fliaiiiird. 

It lo 1)0 that main preiiiiuiii 

offers relied solel) U|)()ii radio and Iv 
Mi|i|>ort for eonsunier res|)onse. Soap 
o])eras on radio in the ','S()"s with their 
fahuloii? |)renn'iini returns sjjarked the 
|)resent-(hTy preniiiini hysteria in it'< 
uuni\ forms. 

loday you'll usually find preniiuiri 
|)laus usiu<r a balanced media ])rograui 
einplo\ ing fn e, 10 or more media on 
the same promotion. Printed media 
and ])oint-of-])urrluise are getting cred- 
it for many relurns which were moti- 
vated initially by radio and t\. 

Any balanced |)reniium media su|)- 
|)ort ])rogram has to be tailored to the 



H^^HL— ^^^^H j)iilling 

K9 

audience to be attracted, the nature 
and t\pe of tiie sponsoring |)roduct; 
and it has to be tied in with the prod- 
uct > ba'^ic marketing ])lan. So nmch 
cm|)liasis is being placed toda\ on 
merchandising a(diiev(;nients by using 
picmiiims rather tiiaii th(; imndjcr of 
box toj)s. 

I'icmium |)romotions and contest-^ 
iit general legardless of media are 
not inilling as many box toj)s |)er ])ro- 
motion as liciclob)re. Reasons for this 
ale as follows: 

I. lolal mmdiei of |)romotions has 



increased to a record level, resulting 
in more box tojjs in the aggregate. I)ut 
less per ])romotion. 

2. The increase in new and revi\ ed 
ty ])es of sales jjromotion ])lans ( ])ar- 
ticularly trading stamj) plans, sweep- 
stakes contests and retail store ])romo- 
tions) ha\e shared the consumers in- 
terest. 

3. The em|)liasis on mendiandising 
goals, increase in readcrshij), consumer 
good-will, merchandising of the ad- 
\ertising, etc. 

1. The continued practice of a few 
( ()m])anies in ofTering inferior mer- 
chandise as ])remiums or o\er-exag- 
gerating premium claims. (Fortunate- 
ly, the emphasis of the majorit\ is on 
(|nalitv and \'alue and the n])grading 
of ])remiuni ])romotions. 1 

5. Reluctance of new |)remium users 
to devote at least two-thirds of the 
sU|)|)orting media to jiremium sell 
rather than |)roduct sell. I'renn'um 
jjroniotions do not generate their own 
steam. Since radio and l\ are rela- 
ti\ely ex])ensi\e, many |)reniium oilers 
have either been sacrificed entireb for 
straight |)roduet sell or rushed through 
so (juickly nobody knows what's being 
ofTered or how to get them. 

Radio and tv su|)|)ort for |)remium 
|)romotions is ])articiilarl\ efTecti\e 
when used with the introduction of a 
new |)roduct or fm- securing new sani- 
|)leis for an established |)rodnct. I'sed 
together with other media in a large, 
well-balanced media |)rogram. I'd sa\ 
radio and tv"s eflectiN eness remains 
high. I sed alone. I'd |)roc(>cd toda\ 
with tlu! utmost caution bearing in 
mind at all times the innnediate ob- 
jecti\ e and the ultimate eflcct of ])i emi- 
nms on the sponsoring |)ro(luct's sales. 



Nathan K. Steen, premium manager, 
Kenyun & Eckhardt. 'Kew York 

^ 1 he efTecti\ eness of box-toj) offers 
a])])ears to remain fairK constant and 
com|)letelv (le|jendent ujjon how hot 
the s|)ecifie ])romotion is and the ad- 
\ertising su|)port behind the ])romo- 
tion. W'e ha\e found, in our research, 
that when jirint media are emplo\ed 
in conjunction with a t\ and radio 
^clle(lule. res|)ondents often selected 




"Could not 
compete n illioiit 
/>o v/op.s 



the box number used on t\ . although 
a |)rint ad or a radio commercial ma\ 
ha\ e actually sold the consumer on the 
write-in oiler. The com|)arati\e re- 
sults, therefore, can reflect a more 
fa\ ()rable |)icture for tele\ ision tluin 
is a('tuall\ the case. 

On a gi\en jjromotion. we know that 
a l\ cam])aign might draw "x " number 
of box to])s: a radio cam|)aign nn'ghl 
draw " number. When both tv and 
radio are em|)lo\cd siniultaneousK in 
su|)|)ort of a ])romotion. the additional 
im|)act results in a box to]) return a])- 
|)reciabl\ larger than the estimated re- 
turns from radio and tele\ ision indi- 
\iduall\. The same holds true for 
])rinl ad\ertising. \ combination of 
advertising media and point-of-sale 
su|)|)ort creates a consumer res|)onse 
c\cle with Iota! returns bea\ ier than 
the sum of the indixidual media when 
used imle])endentl\ . 

\s for the effect iveness of tv and 
radio in |)ulling box toj) returns, nunui- 
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factuiei> of main foiisiimer products 
could not profitahl) coni|j('tc to(la\ 
without box top promotions. It's one 
of inan\ important mercliandisinj; tools. 
To evaluate the elTectiveness of such 
promotions, one must first state the 
promotion's ohjectives. I sually, it's 
to create stronger product awareness 
amonji consumers and trade, sample 
the product amoiiji non-users. re-se!l 
infrequent users and keep present cus- 
tomers lo_\al to the hrand. In short, 
it's an aggressive sales action aimed at 
expanding a consumer franchise. 

Researchers ha\e (le\ ised measure- 
ments to determine just how efTective 
commercials are. This. cond)ined witli 
actual l)ox-top returns, when measured 
against stated ohjectives. deterniines 
how successful a promotion has heen. 
^ ou will find more hox-top promotions 
are heing aired toda\ than ever he- 
fore. W'e might conclude, therefore, 
that hox-tops are pulling \ery well. 

Walter A. Moultak, -W" promotion 
dept., BBDO. A Yorh 

^ Before atteni])ting to evaluate the 
effecti\ eness of radio and tv as applied 
to the presentation and promotion of 
a premium ofTer. 1 would like to go on 
record as stating that no medium is 
dispensahle. The success or failure 
of an\ promotion is directlv related to 
the extent of coverage the offer re- 
ceives. Consecpjently. an\ discussion 
of media must he approached in that 
\ ein. 

For years, print media were the oiil\ 
effecti\e means a\ailahle to an ad\er- 
tiser desiring to get his product stor\ 
across to the mass con>umer market. 
The advent of radio gave this same 
acK ertiser still another selling tool with 



which to tell his story, 
effective tool it was. 



and a most 




"Records broken 
ill premiums 
industry" 



Through its \aried programing, ex- 
citing new personalities and up-to-the- 
niinute reporting of news events, it 
soon hegan to exert an iiiduence not 
only on our cultural hahits, hut on 
our hu\ ing hahits as well. \^'hat does 

[Please turn la page 92] 



now 



WOLF 



IS 



FIRST in homes 



Share of Radio Audience — C. E. Hooper, Jan. -April, 1956 
(latest complete) 8 A.M. -10:30 P.M., Monday thru 
Saturday. Sunday Daytime, 10 A.M. -6 P.M. 



TOTAL 
RATED 


RADIO SETS 
IN USE 


STATION 
A 


STATION 
B 


STATION 
C 


WOLF 


STATION 
E 


TIME 
PERIODS 


9.8 


24.1 


14.5 


10.5 


29.5 


19.6 



FIRST 



in cars 



Car Listening — C. E. Hooper, November 1953 and April 
1954 (Latest) (7:00 AM-7:00 PM, Monday thru Friday) 



TOTAL 
^RATED 


RADIO SETS 
IN USE 


STATION 
A 


STATION 
B 


STATION 
C 


WOLF 


STATION 
E 


"time 

PERIODS 


34.5 


14.9 


16.6 


1 1.2 


1 

35.2 


21.5 



FIRST in points of sale 

Business Establishments — C. E, Hooper, October 1955 
(Latest) (9:00 AM-5:00 PM, Monday thru Friday) 





RADIO SETS 
IN USE 


STATION 
A 


STATION 
B 


STATION 
C 


WOLF 


STATION 
E 


OVERALL 




28.2 


20.7 


10.9 


14.3 


38.9 


13.4 



FREE: Write for copy of The Syracuse 
Inside Story, including complete market 
data, the latest (April-May, 1956) shore of 
audience survey — complete breakdown from 
7 A.M.-7 P.M. 

RATING for RATING . . . - 
RATE for RATE — , 
in CENTRAL NEW YORK it 

National Sales Representatives 

THE WALKER COMPANY 
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Good Sales Messages 

''Deserve" a 

STRONG 
SIGNAL 



Pepsodent's only prospects are people. And there 
are 2.393 000 of them in WSM's daytime measured 
saturation area. That's why Pepsodent chose 
WSM for a big schedule. 

No matter what your tastes, there's something 
for everyone on WSM. And WSM's 50,000 Watt 
Clear Channel Signal carries this entertainment 
effectively to all the Central South. 
People are reached . . . people are sold on WSM. 




■^1 




NashvHIe - Cl«ar Chaimei • 50,m Watb - Bob Cooper, Sales Manager >• Jotut Blair aiid Company, Natidnai AclvMip? Representatives 
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NEW AND RENEW 



NEW ON TELEVISION NETWORKS 



SPONSOR 

Bauer b Black, Chi 
Bauer & Black. Chi 
Hazel Bishop, NY 
Bon Ami, NY 
Chrysler, Detroit 

Colgate, NY 
Exquisite Form. NY 
Ford, Dearborn, Mich 
C.E., Bridgeport, Conn 

Cen Mills, Mnpis 
Cerber, Fremont, Mich 
Hartz Mtn, NY 
Ideal Toy, NY 
Knapp-Monarch. St. Louis 
Lanolin Plus, Chi 

Lever Bros, NY 

Lipton, Hoboken 

Ludens, Reading _ 

Mentholatum, Buffalo 
Miller Brewing, Mlwkee . 
Norwich, Norwich, NY 
Planters, Wilkes-Barre 
Plymouth, Detroit 
P&C, Cinn 
Rem-Rand, NY 
Schick, Lancaster, Pa 
Shulton, NY 
Speedway Pet, Detroit 
Stand Brands, NY 
Studebaker-Packard, So. Bend 
Swift, Chi 
Sylvania, Buffalo 
Union Underwear, NY 
U.S. Rubber, NY 
Welch, Westfield, NY 



AGENCY 

Burnett. Chi 
Burnett, Chi 
Spector, NY . 
R&R, NY 
Mc-E, Detroit 

Houston, NY 

..Grey, NY . 

)WT, Detroit 

Y&R, NY . 

BBDO, NY 
D Arcy. NY 
Ceo. Hartman, Chi 
Grey, NY 

Frank Block, St. Louis 

Seeds, Chi 
_]WT, NY 

Y&R, NY 
. ). M. Mathes, NY 

)WT, NY 

Mathisson, Mlwkee 
B&B. NY 

Goodkind, )oice, Morgan, Chi 
-Grant, Detroit 
Burnett, Chi 
Y&R, NY 
W&L, NY 
Wesley, NY 
Doner, Detroit 
Bates, NY 
B&B, NY 
Mc-E, Chi 
)WT, NY . 
Grey, NY 

F. D. Richards, NY 
Rich. K. Manhoff, NY 



STATIONS 


CBS 


45 


CBS 


55 


CBS 


135 


ABC 




ABC 




CBS 


172 


ABC 




CBS 


109 


ABC 




CBS 


114 


CBS 


97 


ABC 




CBS 


55 


ABC 




NBC 


81 


CBS 


76 


ABC 




CBS 


55 


CBS 


76 


ABC 




ABC 




NBC 


107 .... 


ABC 




CBS 


105' . 


CBS 


154 


NBC 


129 


CBS 


132 


CBS 


6 . . 


CBS 


116 


NBC 


87 . 


ABC 




CBS 


92 


ABC 




ABC 




NBC 


47 



PROGRAM, time, start, duration 

Capt Kangaroo; W 8:05-8:10 am; 3 Oct; B wks 
Capt Kangaroo; Sa 9:35-9:45 am: 6 Oct; 8 wks 
Beat the Clock; Sa 7-7:30 pm; 22 Sept; 52 wks 
Aft Film Festival; M-F 3-5 pm; parties 

). L. Hudson Thanksgiving Day Parade; Th 10:15-11 am; 22 
Nov only 

D. Edwards; F 6:45-7 & 7:15-7:30 pm; 5 Oct; 4 wks 
Aft Film Festival; M-F 3-5 pm; parties 

Ford Star jubilee; Sa 9:30-11 pm; 1 wk in 4; 6 Oct; 38 wks 
Bamberger's Thanksgiving Eve Parade; W 7-7:30 pm; 21 Nov 
only 

Burns & Allen; alt M 8-8:30 pm; 8 Oct; 6 Alt wks 

Our Miss Brooks; alt W 2:15-2:30 pm; 17 Oct; 32 alt wks 

Circus Time; Thu 8-9 pm; parties; 4 Oct 

Capt Kangaroo; Sa 10-10:15 am; 3 Nov; 7 wks 

Famous Film Festival; Sa 7;30-9 pm; parties; 6 Oct 

Break the Bank; Tu 10:30-11 pm; 9 Oct; 52 wks 

Garry Moore; alt M 10:15-10:30 am; 15 Oct; 52 wks 

Aft Film Festival; M-F 3-5 pm; parties 

Capt Kangaroo; Sa 9:45-10 am; 6 Oct; 26 wks 

Bob Crosby; alt M 3:45-4 pm; 15 Oct; 26 wks 

Wire Service; Th 9-10 pm; 3 jan hr alt wks 

Aft Film Festival; M-F 3-5 pm; parties 

Eddie Fisher; W & F 7:30-7:45 pm; 5 Oct; 1 wk in 4 W&F 

Ray Anthony; Fri 10-11 pm; 12 Oct 

The Brothers; alt Tu B:30-9 pm; 18 Sept; 52 wks 

Gunsmoke: Sa 10-10:30; 1 wk in 4; 20 Oct; 52 wks 

Dragnet; Th 8:30-9 pm; 18 Oct; 20 alt wks 

See It Now; Su 5-6 pm 1 wk in 4; 7 Oct thru 2 Dec 
^Detroit Lions Pro Football; Su aft to conel; 30 Sept; 11 wks 

Godfrey Time; M 10:30-10:45 am; 1 Oct; 52 wks 

NBC News, M 7:45-8 pm; 29 Oct; 52 wks 

Lone Ranger; Th 7:30-8 pm; alt wks 

Bucaneer; Sa 7:30-B pm; 22 Sept; 52 wks 

Aft Film Festival; M-F 3-5 pm; parties 

Navy Log, W 8:30-9 pm; 17 Oct; alt wks 
-Comedy Time; Tu 5:45-5:30 pm; 11 Oct Thru 29 Aug 1957 



RENEWED ON TELEVISION NETWORKS 



SPONSOR 



AGENCY 



STATIONS 



Brown & Wm'son, Louisville 


Bates, NY 


CBS 


117 


Carnation, LA 


Wasey, LA 


CBS 


15B 


CBS-Hytron, Endieott, Mass 


Bennett & Northrop, Boston 


CBS 


101 


Helene Curtis, Chi . 


Ludgin. Chi 


CBS 


96 


Lever Bros, NY 


)WT, NY 


CBS 


76 


L&M, NY 


Mc-E, NY 


NBC 


129 


Miles, Elkhart, Ind 


Wade, Chi 


.NBC 


72 


Miles, Elkhart, Ind 


Wade, Chi 


NBC 


74 


Quaker Oats, Chi . 


WBT. Chi . 


CBS 


Bl 


Rem-Rand, NY 


Y&R, NY 


CBS 


98 


Sheaffer Pen, Ft. Madison, la 


Seeds, Chi 


CBS 


124 



PROGRAM, time, start, duration 

Lineup; alt F 10-10:30 pm; 6 Oct; 52 wks 

Burns & Allen; alt M 8-8:30 pm; 1 Oct; 52 wks 

Garry Moore; alt F 10:30-10:45 am; 12 Oct; 52 wks 

What's My Line; alt Su 10:30-11 pm; 7 Oct; 52 wks 

Garry Moore, F 10:15-10:30 am; 5 Oct; 52 wks 

Dragnet; Th 8:30-9 pm; 25 Oct; 20 alt wks 

Tenn Ernie; Th 2:45-3 pm; 4 Oct; 52 wks 

Queen for a Day; Th 4:15-4:30 pm; 4 Oct; 52 wks 

Sgt Preston; Th 7:30-8 pm ; 4 Oct; 52 wks 

What's My Line; alt Su 10:30-11 pm; 30 Sept; 53 wks 

The Brothers; alt Tu 8:30-9 pm ; 25 Sept; 52 wks 



BROADCAST INDUSTRY EXECUTIVES 



NAME 

Lew Arnold 
Lee Batch 
Thomas B. Boggs . 
Dick Canaday 
Gilbert H. Christeon 
Mel Cooper 
Gene Denari 
Richard Donner 
Howard Duncan 
lack Eisele 
Lillin Eisenberg 
Sam Fiber 
Jon Farmer . 
George Fischer 
Henry Flynn 
jack Coetz 
Marvin Fraum 
Roy George 
Richard Gilbert, Jr. 
Russell Gohring 
Kenneth Goldblatt 
Charles Grant . . 
Charles Green 
George Hankoff 
L. Hamilton Holton 
jack House 
Allan |. Hughes 
Adolph N. Hult 
Elliott H. lohnson 
Clifford M. Kirtland 
Alan W. Livingston .. 



FORMER AFFILIATION 

_KTLA, LA, acting mgr 
KTLA, LA, staff 
free Inc mot pic consult 
Ravalli Republican, Hamltn, Mo, ed 
Weed, Chi, acct exec 

CKNW, New Westminster, BC, merch rep mgr 

United Film Svc, Ind, sis rep 
..Geo. Blake, NY, vp-prod 
_WTVN-TV, Columbus, sales 

KGUL-TV, Galveston, pub rel dir 
.Moore Publishing, NY, ed 

WPEN, Phila, adv-promo-pub 

WAGA, Atlanta, annr 

NTA, Chi, acct exec 
_CBS Radio Spot Sis. gen mgr 

KIT, Yakima, com mgr 

Screen Gems, NY, spot sales 

KSLA-TV, Shreveport, op mgr 

KOY. Phoenix 

WOHO, Toledo, vp-gen mgr 

Charles Antell, Bait, advtng 

Owen Bradley Orch, Nashville, musician 

Geo. Blake, NY, exec prod 

Screen Gems, NY State rep 

Lalley & Love, NY, prod mgr 

Wm. Esty, NY, tv acct super 
_CBS Radio Spot Sis. Chi, dir spec presentations 

MBS, NY, dir-bd member 

FC&B, Chi, media analyst 

Transcontinent TV, Buffalo, controller 
.Cal. Natl Prod, Hy, pres 



NEW AFFILIATION 

_Same, gen mgr 

KCSB, San Bernardino, acct exec-dj 

Film Creations, NY, sis rep 
_ KCVO-TV, Missoula, «ales manager, assistant to president 

CBS Radio Spot Sis, Chi, sis develop 

Same, promo mgr 

WNDU-TV, So Bend, account executive 
Signal Prod, NY, secy 
Same, sales mgr 

Screen Gems, New Orleans, sales representative 

ARB, press-pub rel dir 

WERE, Cleve, adv-promo director 

S?me, sales acct exec 

Screen Gems. Chi, mid-west sis rep 

KTLA, LA, asst gen mgr 

Same, vp-gen mgr 

Same, NY State rep 

Screen Gems, New Orl, sales rep 

KRUX, Phoenix, exec vice pres-general manager 

WPON, Pontiac, Mich, gen mgr 

Forjoe, NY, sales mgr 

WKDA, Nashville, sales account executive 

Signal Prod, NY, vp-treas 

Same, mid-atlantic sales 

Majestic Motion Pictures. NY, vp-prod 

Screen Gems, NY, nati acct exec 

Sflme, NY, sales develop rep 

Screen Gems, NY, sis develp dir 

A. C. Nielsen. Chi, asst mgr 

Same, Treas-controller 

NBC TV, head prog pac div 
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NEW AND RENEW 



BROADCAST INDUSTRY EXECUTIVES ro„ii„ued 



NAME 

Pierre Marquis 

Chet Messervey 

Robert C Miller 

Ed Lytel 

Clark Lobb 

jim Murphy 

jack Nadeau 

Stephen )ohn O'Connor 

|ohn 0 Keefe 

Walter C Purcell 

lack Purves 

Russ Raycroft 

) R Ritenour 

john C. Schuiz 

Phil Stone 

Ed L. Tcer 

George Tompkins 

Fred von Stade 

Harold W. Waddell 

Ted Walworth 

Patty Warren 

Evelyn Wiggins 

Howard E. Williams 

Bernard T Wilson 

Richard T. Wittwer 

William R. Wyatt 



FORMER AFFILIATION 



5crcen Gems, NY, sales 
WRCV, Phila, radio time sis 
KCRG-TV Cedar Rapid, sis mgr 
Western Adv, LA, vp am-tv 
KALL, Sit Lake City, cont dir 
KIT, Yakima, station m^r 
WCCO. Mnnpis, prog dir 
Guild Films, Phila, acct exec 



WKID. Champaign, Sales 

N. W Ayer, NY, sports dept dir 

Roland Reed Tv. NY, vp 

Modern Tv, NY, vp 

WBBM, Chi. sales 

CHUM, Toronto, sports dir 

KAVE. Bryan, am-tv com mgr 

L&N, NY, prod super 

WTVN-TV. Columbus, com co-ord 

WRCV, Phila. sales mgr 

WRCV-TV, Phila, sales mgr 

Zibart's Bookstore, Nashville, record dept head 

Wm. G. Rambeau, San Fran, asst mgr 

W. B. Donner, Bait, net coord-acct exec 

WTWI, Belleville, III, pres-gen mgr 

Gen Teleradio, Chi, mgr 

A. C. Nielsen, Chi, vp-dentr div mgr 



NEW AFFILIATION 

Same, dir sis planning 
Same, local sis mgr 

CBS Radio Soot sales, Chicago, account executive 
Wm, G Rambeau. LA branch mgr 
Same, prog dir 
Same, exec vp 

RCA Rec Prog Svcs, Chi, hd central-nowest sis 

Screen Gems, Chi, sis rep 

NBC, publ dir owned NY statns 

WNDU-TV, So Bend, acct exec 

CBS TV, sports sis mgr 

Wilding Pic Prod, NY, tv dir 

Modern Teleservice, NY, ores 

ABC Radio, Chi. centr div sis acct exec 

Same, exec vp 

Same, gen mgr 

Signal Prod. NY. pres 

Same, sales 

Same, sales dir 

Same, sales dir 

WKDA, Nashville, sis acct exec 
Same, mgr 

WBAL, Bait, piog mgr 

A. C. Nielsen, Chi, acct exec 

ABC Radio, Chi, center div sis acct exec 

Same and dir Chi office 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME 


FORMER AFFILIATION 


NEW AFFILIATION 


|. B. Benge, Jr. 


Northwestern U., Austria Fulbright 


M. M. Fisher, Chi, jr. acct exec 


Wm. M. Bryngelson 


B:uce B. Brewer, Kans City, copy chf 


Same, Mnnpis, creat dir 


Wm. L. Calhoun, |r. 


Y&R, NY, contact man 


Y&R, San Fran, vp-contact super 


Donald K. Clifford 


DCSS, NY, pres 


Same, chm bd 


Charles E. Coleman 


Buchanan, LA, vp 


BBDO, LA, spec assign creat super 


R. H Cramer 


McC-E, NY, vp-acct super 


T Bates, NY, vp 


lerry F. Crollard 


R&R. Seattle 


Botsford, Constantine & Gardner, Seattle, vp 


Stephens Dietz 


K&E, NY, vp-acct super 


Same, chm mktng plans comm 


James H Graham 


Buick. Fling, ad mgr 


MacM, J&A, NY, acct exec, Pontiac 


Lester Gutter 


Mgmt Dev Res Corp, Prov, sr consult 


Gray & Rogers, Phila, res dir 


John R. Heath 


Grizzly Mfg Div, Paulding, gen sis & ad mgr 


Bonsib, Ft, Wayne, prod, svc mgr 


Roger L. Hickok 


Brennan, Houston, acct exec 


Bruce B, Brewer, Kans City, asst acct exec 


Richard 0. Howe 


BBDO, NY, vp 


BBDO, Boston, vp 


Frank D. Jacoby 


Biow, NY 


Product Svcs, NY, exec tv prod 


Frank S. Keogh 


Cudahy Bros., Omaha, sis & ad mgr 


Buchanan-Thomas, Omaha, food ad & merch consult 


Lcc Kriss 


Product Svcs. NY, prod staff 


Same, asst tv prod 


Eva S. Ling 


Wesley G. Ling, Burbank, partner 


- Harry G. Willis, Glendale, acct exec 


Loring W. Mann 


Barta Press, Boston, sis mgr & acct exec 


F. P. Walther, Jr, Boston, asst to pres 


L. F. Ohiigcr 


NLB, Chi 


Fitzgerald, New Orl, acct exec 


Richard L. Peterson 


Bcmis Bros. Bag, St Louis, nati sis mgr-plastic pkgng 


Bruce B. Brewer, Kansas City, asst acct mgr 


Mort Reiner 


Oroduct Svcs, NY 


Same, timebuyer 


Edward S. Richardson 


Gcyci, NY, space buyer 


Same, also timebuyer 


Wm. E. Steers 


DCSS, NY, vp 


Same, pres assistant 


Philip A. Stumbo 


T Bates, NY, Whitehall acct 


McC-E, NY, timebuyer 


James R Telisky 


Campbell-E, Detr, media dept 


Geyer, NY, media dir 


Burton E. Vaughan 


BBDO, Boston office mgr 


Same, Pittsburgh office mgr 


Stuart D. Watson 


S. C. Johnson, Racine, ad & res dir 


McC-E, NY, vp-sr mktng exec 



SPONSOR PERSONNEL CHANGES 



NAME 

Harold | Beeby 
Wm. E. Doscher 
Wm. K. Eastham 
Max Endow 
Raymond B. George 
Jerome G Hahn 
A. R. Hopkins 
Robert L. Larsen 
Sherman Loud 
Arthur Schwartz 
Bernard Sless 
Hugh A. Smith 
L. H. Smith 
Daniel |. Tell 



FORMER AFFILIATION 

Edison, Chi, ad mgr 
JWT, NY 

Lever, NY, assoc merch mgr 

Phiico, Phila, ad counsel 

Phiico, Phila, vp-merch 

Ben Sackheim, NY, vp-merch & sis promo 

RCA, Camden, bdcst & tv equip dept mgr 

Salada Tea, NY State sis branch head 

York, Boston, no atlantic district nat'l acct rep 

Bulova, NY, sis promo dir radio-tv 

Bayuk, Phila, asst gen sis mgr 

KXA. Seattle, gen mgr 

Gulf Oil, Pitts, traffic control super 

Weslinghouse, Metuchen, NJ, asst ad m^r, tv-radio div 



NEW AFFILIATION 

Miles Labs , Elkhart, ad dept 
Simoniz, Chi, market res dir 
Same, Pepsodent, merch mgr 
Same, ad mgr 
Same, vp-sales promo 

Jacoby-Bender, NY, dir of advtng & sis promo 

Same, com elec marketing dept mgr 

Same, gen sis mgr 

Same, sis mgr, natI accts 

Int'l Latex, NY, sis promo mgr 

Same, gen sis mgr 

Sicks' Brewing, Seattle, mktng-pr consult 
Same, asst dir retail advtng & sis promo 
Same, als promo mgr 



NEW FIRMS, NEW OFFICES (Change of address) 



Alan Abner & Assoc, new agency, is located in Klamath Falls. 
Advertising Research Foundation, NY. has moved to new offices at 3 E. 
S'l St. 

•i A s will open a region office in San Francisco about 1 Nov 
Autoyre Co . Chi, has nrw exec general sales offices at 221 No LaSallc 
St. 

Cl,iy, MacCory & Sorgatz, Miami, is new agency in Roper BIdg. FR9-'1035 
Digest Productions, new film company, has been formed. 
DCSS, NY, Will move to 530 Fifth Ave. after first of the year 
FC&B has opened a new Detroit office as part of its expansion program 
Girsl Sylvester & Walsh, Cleve., and Ohio Advtng have merged. New 
agency is Gcrsf, Sylvester & Walsh with offices at 3113 Prospect Ave, 
Hogan, Rose & Co., Knoxville, has moved to 105 W Fifth Ave. Tel. 

5 o-iie 

lllustr,)ted Films, Hollywood, is new firm producing animated commer- 
cials at B-iOO Santa Monica Blvd., Hy 

Kennedy, W,ilker & Woolen, LA, will soon move to B693 Wilshire Blvd, 
Bcv Hills 

Conklin Mann Co. NY, joins C&W on I Nov. to broaden Mann services 
to clicnti 



Dela McCarthy Assoc., NY, is newcomer to musical commercials. 515 
Madison Ave. 

Gucnther, Brown & Berne, Cincin, and Calkin & Whitenbury. same city, 
have merged under title of Gucnther, Brown, Berne, Calken & Whiten- 
bury. 

Quinn-Lowc, NY, has moved to 130 E 3B St. 

Wm. G. Rambeau, LA, has moved to 1350 N. Highland. HO ^-6017 
K. E. Shepard, Chi, has merged with St. Georges & Keyes. Offices at 75 
E Wacker Dr. 

Screen Gems, NY, has moved to 711 Fifth Ave, PL l-^'^32 
Signal Prod, NY, new firm, is located at 5 E 51 St. PL 5-B529 
Stars Natl, representatives, Chi, has opened office at 35 E Wacker Dr. 
CE 6-2135 

Tantamount Pictures, Richmond, Va., merged with Martin-Polley Pro- 
ductions, carries on operation at lOB N Jefferson St. 

Richard H. Ullman, LA, has opened West coast sis office at 301 S, 
Kingsley Dr. 

Want, McDon^ld & Lee, San Fran, is now Wank & Court & Lee, Inc, 
WAVE, Louisville, will have new ohone, JUnipr 5-2201, on 17 Nov, 
WDBJ-TV, Roanoke, Va., moved to 201 Campbell Ave. ROanoke 3-8031 
3-8031 



SPONSOR • 27 OCTOHKIi 1956 




WBUF 

NBC TV in Buffalo 

CLIMBS 
TO 
NEW 
HEIGHTS 



740 feet hiph — four times 
higher than Niagara Falls — 
1349 feet above sea level — 
the tallest man-made strue- 
ture in Buffalo! That's 
WBUF's tower, outstanding 
structure .in vvbuf's newly- 
completed $1,500,000 Color 
Television Center. The new 
WBUF center was dedicated 
on the 11th of this month, 
making WBUF the first NBC- 
owned-and-operated station 
planned from foundation to 
tower-top speeifically for ul- 
tra-high frequency TV oper- 
ations. Twenty-eight years 
of NBC-RC A know-how went 
into making NBC's home in 
Buffalo the most modern and 
complete showplace in the 
Niagara Frontier Area. 

To advertisers, WBUF's new 
facilities represent a power- 
ful new way to sell in Buffalo 
— America's 14th largest 
market, with an effective 
buying income of $2 V2 billion. 

To TV-viewers in the Niag- 
ara Frontier Area, this new 
structure means the great 
lineup of NBC network pro- 
grams — on WBUF, Channel 
17, exclusively. The new tow- 
er and a new 500,000 watts 
of transmitting power bring 
to the entire Niagara Fron- 
tier Area a new, clearer, 
sharper picture. But they are 
only a promise of things to 
come from a station equipped 
to expand to a mighty 5 mil- 
lion watts. Small wonder that 
virtually every set noiv sold 
in Buffalo is an all-channel 
set,equippcdto receive WBUF ! 

When making your plans for 
Buffalo, keep your eye on 
WBUF, Channel 17. Your cus- 
tomers do. 



WBUF 

CHANNEL 



mm 17 



leadcrxhip 

station 
in Hiiffala 



sold by (nbc) spot sales 
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NUTLEY. NEW JERSEY FAMILY SERVICE BUREAU . URBAN LEAGUE OF GREATER NEW YORK . ART STUf 
FEDERAL EMPLOYMENT AND GUIDANCE SERVICE . BARNARD COLLEGE . HERALD TRIBUNE FRESH AIR FU** 
COLUMBI A UN I VERS I TY . DAMON RUNYON CANCER FUND . PRINCETON UNIVERSITY . SOCIAL SECURITY 
BOY SCOUTS OF AMERICA . GREENWICH VILLAGE FESTIVAL . JUNIOR ACHIEVEMENT . N.Y. TUBERCUl 
AMERICAN ASSOCIATION OF JUNIOR COLLEGES . EDUCATIONAL ALLIANCE OF N.Y.C. . NATIONAL HAC 
B'NAI B'RITH OF BELROSE, L.I. . NEW YORK YOUNG MEN'S BOARD OF TRADE . NEWARK COLLEGE OF 
NATIONAL ASSOCIATION FOR THE ADVANCEMENT OF COLORED PEOPLE . NEW YORK DIABETES ASSOCIAl 
PORT WASHINGTON BOARD OF EDUCATION . SPENCE CHAPIN ADOPTION CENTER . VERONA AMBULANCE U 
CATHOLIC UNIVERSITY OF AMERICA . EAST PATERSON SCHOOLS . HOFSTRA COLLEGE . ZIONIST ORG* 
BROOKLYN LAW SCHOOL . BELLEVUE HOSPITAL . CATHOL I C GU I LD FOR TH E BLIND . GUGGENHEIM MUS 

CI Tl ZENS COMMI TTEE TO 

FORDHAM UNIVERSITY 

more registrations in adult education for a single 



IE 

6lf 



semester than at any time in Fordham's history.' 

NEW YORK STATE DIVISION, VETERAN'S ADMINISTRATION 

. . WNEW saturation campaign produced more 
requests for Veteran's Timetable than any other 
single campaign we have experienced." 

VOCATIONAL GUIDANCE SERVICE OF PATERSON 

. . tremendous effect of WNEW announcements a source 
of amazement ! This experience has given me the 
satisfaction of having a project 'put across' 
almost primarily by WNEW, as well as a tremendous 
respect for WNEW as an influence for good." 

LOCAL HADASSAH CHAPTER 

. . our Festival was so successful we could not 
accommodate all who attended. WNEW was the 
only station that used our announcements." 

PLAY SCHOOLS ASSOCIATION 

. . your station has been doing a perfectly splendid 
job of promoting our guide book, TRIPS FOR CHILDREN 
. . . the tremendous number of requests we are getting from 
your parent listeners is astounding . . . the largest return 
we have ever received from a single radio station." 



PENLAND SCHOOL OF HAH 
QUEENS MEDI CAL CENTER 
NEW YORK STATE {HO OE 
UN I TED STATES DEPT. 0 
AMERICAN SEAMEN'S FRI 
JERSEY CITY CHORAL SO 
MUSIC & ART HIGH SCHO' 
U.S. NAVY . U.S. MARI 
AMERI CAN Bl BLE SOCI ET 
EASTERN SCHOOL FOR PH 
GREATER N.Y. DIETIC A 
Al R NATIONAL GUARD . 
YALE UN I VERSI TY . Y.W 
lONA COLLEGE . PLAY ^'''^ 
Y.M.C.A. . VETERAN'S 
AMERICAN FOUNDATION F 



n 



r 



TURTLE BAY MUS I C SCHOf « 
MT. VERNON HOSP I TAL W 
L I ONS CLUB OF FAI R LA 
INTERFAITH RED CROSS 
AMERICAN PHARMACEUTIC 
SOUTH SHORE DRAMA GRO 
UN ION THEOLOGI CAL SEMI NARY 



BOYS TOWN OF ITALY . RECREATION COMMITTEE OF RAHWAY, N.J. 

WHITE PLAINS HIGH SCHOOL . VOCATIONAL GUrDANCE SERVICE OF PATERSON . CATHOLIC WAR VETEPl 
FIFTH AVENUE PRESBYTERIAN CHURCH . RUSSELL SAGE COLLEGE . UNITED STATES OLYMPIC COMMlTTjt.; 
WOMEN'S CLUB OF NEW JERSEY . BROOKLYN POLYTECHNIC INSTITUTE . JEWISH CENTER OF PORT CHEfv 



Jj ||[^?^^^^ ^^^^ Your Radio I 



Rspraienlad by SIMMONS ASSOCIATES, INCOj 



II 



1,5 O 0,0 0 0 

CHILD FuUNDATION . NEW YORK UNIVERSITY . ENGLEW^OD PARENT-TEACHER ASSOCIATION . DENT^ 
iHT SCHOLARSHIPS . LEAGUE FOR RETARDED CHILDREN . UNITED NEGRO COLLEGE FUND . EPILEPSY 
OUTH CENTER . AMERICAN COUNCIL OF CHRISTIAN CHURCHES . LEGAL AID SOCIETY . PRATT INS! 

1 AL HOME FOR THE BLIND . AMERICAN HERITAGE FOUNDATION . FREE NURSE INSTITUTE . LEUKEMI 
ROUGH FEDERATION OF MOTHERS CLUBS . POLICE ATHLETIC LEAGUE . AMERICAN JEWISH CONGRESSj 

fUNIVERSITY . NEPHROSIS FOUNDATION . AMERICAN COUNCIL ON EDUCATION . GREAT BOOKS FOUND 
ITIZENS MONTH . ALL DAY NEIGHBORHOOD SCHOOL PROGRAM . BROOKLYN HEBREW HOME 4 HOSPITAL 
E GIRLS . EAST ROCKAWAY MENTAL HEALTH COMMITTEE . GROUND OBSERVER CORPS . HEART FUND 
-BREAK . LONG BEACH FIRE DEPARTMENT . PENNSLYVANIA STATE COLLEGE . WORLD HEA.LTH ORGAN 
UNIVERSITY . AMERICAN COUNCIL TO IMPROVE OUR NEIGHBORHOODS . SISTER KENNY FOUNDATION 

Public service organizations who come to WNEW for 
assistance really get results! 

For WNEW takes seriously its responsibility to serve 
the public interest. 

Instead of ineffectual "gestures" of a few spots a 
week, WNEW goes all out for worthy causes with result- 
getting saturation schedules. 

The technique of creative, selling copy —delivered 
around the clock by WNEW's entire team of persuasive 
personalities —brings results for community projects 
just as it does for WNEW's commercial sponsors. 

This year WNEW is broadcasting approximately 25,000 
announcements on behalf of some 800 local and national 
educational, religious, civic and governmental organizations. 

The money value, in time alone, of WNEW's contribution : 
$1,500,000. The value of the results to the organizations— 
well, just glance at these excerpts from a few 
of the many grateful letters in our files. . . . 

,'ON OF PROTESTANT WELFARE AGENCIES . PATERSON FELLOWSHIP . STEVENS INSTITUTE OF TECHNO 
TY CHURCH OF N.Y.C. . BERGEN COUNTY VOCATIONAL & TECHNICAL HIGH SCHOOL . CH I ROP R ACTE RS 
\WRENCE COLLEGE . TRINITY CHURCH OF PATERSON . AMERICAN LEGION . REFUGEE RELIEF PROGRA 

I5TATES CIVIL SERVICE COMMISSION . RECORDINGS FOR THE BLIND . BLOOMFIELD HIGH SCHOOL . 



' York's Favorite Station for Music and News 



OF ST. ELIZABETH . 
,IU I LD NE I GH BORHOOD H 
I. EDUCATION WEEK . 

TURE SOC I ETY OF NEW 

;lub of valley STREAI 

.ITATES ARMY . UNIVER 
.•ON PARK ART EXH I Bl T 
aiONAL CHURCH OF MA 
Ml UN I VERS I TY . SAF 
5AY HIGH SCHOOL . POi 
; YOUTH ORGAN I ZATI ON 
)BURG SETTLEMENT HOU 
5PANISH EVANGELICAL 
I WOMEN'S VOLUNTEER 
'ARTMENT OF HEALTH, 
riON BUREAU . INTERF 
HOSPITAL FOR CHRONIC 
\ IN AMERICAN LIFE . 
\ RED CROSS . VASSAR 
:iTY COMMUNITY CHEST 
STATES AIR FORCE . R 
T S TOYS . K I WAN I S 0 
S FOR NEEDY . UN I VER 



CONGRATULATIONS 




YOUR 



FIRST DECADE OF TELLING OUR STORY 



TWO OF 



DETROIT'S 





-volumes could be said abouf fhe 
way fhese fwo gianfs ring cash 
registers in fhis region. 



We have the story in capsule form that will take but minutes of an advertiser's time 
and mean much to any sales picture. Advertisers v/ith an eye on bigger sales at 
lov/er sales costs should hear it. Phone, v/rite, or v/ire today! 




GUARDIAN BLDG. • DETROIT 26, MICH. 



). f. Compcou 
P r t lid t nl 



ADAM YOUNG, INC. 
N alianal RtpreitnlatlYe 
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\ntional and repioniil spot buys 
in HorL now or recently (omi>lrtetl 




SPOT BUYS 



TV BUYS 

TREND OF THE WEEK: Ncnn. lou -priced itcm^. .lopeiiflent 
on fast tiirii()\er and rlenioii^-tration. are iii()\iii<; into tv despite costs. 
Surgitui)e tubular i)andages, made 1)\ Sur<;itiii)e PriKlurts, Hronx. is 
one example. Tiie sponsor has used t\" in New York for nine \ears. 
now nio\es to other ke) metro areas, .^urgitube seeks news. A\eatiier. 
sj)orts, some feature film atljaceneies and participations for one- 
minute film demonstration to general audience. Agenc\ : Lewis 
King. "New ^ Ork. Hu\er: Lewis King. Hu\ing almost comj)leted. 



adding minute 



Grove Labs., St. Louis, for Hromo-Quiniiie, is 
breaks, and I.D. s da\ and night, in national markets via Benton 
& Bowles. Bu) ing almost completed. BuNer: Helen Kowalsk\. 

Nestle Co., White I'laius, \. ^. i;- testing for it- new product, King 
ALallows. Pattern: two stations ea(di in two markets, PiMthinrl, Me., 
and Ba) City-Sagiuaw. Mich. Li\e minutes in daytime Avomen's 
shows at rate of seven weekh for nine weeks. Buying for test 
completed. Ageiic\ : McCann-Lrickson. \ew York. Bu\er: \'irginia 
Conw a\ . 

Stone Mountain Grit Co., Lithonia. Ga.. for Stomno Granite 
(»rits, has started testing in the Midwest for minimum of 13 Aveeks. 
One-minute animated film commercials are aimed at daxtime farm 
audience. Agcuc) : Wildrick & Miller, ^Sew York. Bu\er: Ann Sclzer. 

Smith Bros., Poughkeepsie. \. V.. starts "flights" cam]5aign for Wild 
Cherr\ drops rt \o\. Pattern: in six weeks, out three weeks, return 
for six weeks. One-minute film aimed at children in late afternoon. 
early-e\ ening ; used as announcement, participation. FrequencA 
averages two A\eekl\ in each of selected areas. Buying incomj)lete. 
Agency: SSCH, New York. Bujer: Jean Carroll. 

Remco, Newark, \. J., for its electronic to\s I rocket cannon, radio 
kit, and radio station), starts a L3-week announcement dri\e in 167 
cities for j)re-Christmas season. Minute film announcements slotted 
into film show? for \oungsters. \genc\ : \Whh Associates. New 
York. Bu)er: Mike Weiss. Bu\ing is completed. 

Carter Products, New ^'ork, for Arrid deodorant, is extending its 
nighttime schedule now in 100 markets. Plan calls for additional 
minutes during earl) and late e\ening from 7 "So\. for 12 weeks. 
Buying almost completed. Ageiic\ : .^SCB. New ^ ork. Bu\er: 5ti'\e 
Suren. 

Atlantic Refining Co., Philadelphia, wimling up its conversion 
from radio news to t\ weather programs, with oid\- 2.5 markets 
remaining. Agency: N. W\ Aver, New York. Buyer: Bill Millar. 

i I' lease turn page) 




#1 SYNDICATED 
SHOW IN 
LOS ANGELES 
16.9 RATING, 
25.1% AUDIENCE 
SHARE 



and in San DIego: 27.4 rating, 
47.8% audience share 

Highest rated in its time segment: 
Sacramento: 16.5 
Portland: 17.8 
Seattle-Tacoma: 22.7 
San Francisco: 12.3 

Several east coast and mid-west 
markets sold for fall start. 

Many good markets from coast to coast 
already bought. Yours still available? 

Rating source on request 

Write, wire, phone 

ABC FILM SYNDICATION, INC. 

10 East 44th Street 
New York City 

Oxford 7-5880 
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Spot buys continued . 




THE SMART 

ADVERTISING 

MONEY 



Brewers: Liebmann, Miller, Stroh 
Coffee Roasters: Fleming, Dining Car 

Bakers: National Biscuit, 
Mrs. Smith's Pies 

Appliances: Crosley-Bendix 

Various: Lee Optical, Petri Wine, 
Gem Jewelry, Signal Oil, 
Top Value Stamps 

Hundreds of thousands of advertising 
dollars have been allocated for 
CODE 3 by some of the country's 
smartest, most successful advertisers! 

Many choice markets are already 
gone — others going fast! For 
big-time advertising results, put 
your advertising dollars on CODE 3. 

Write, wire, phone 

ABC FILM SYNDICATION, INC. 

10 East 44th Street. New York City 
Oxford 7-5880 
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Toy Guidance Council, i\e\\- York, is at half-way mark in hnyin<: 
15-niiiinte time periods for TGC-produccd Toyland Express. Client 
peeks adjacencies to top children? shows; also huAiiiji Saturday, 
Sunday slots. Commercials are live with voice over slides. Goal: 
100 markets. Agency Friend-Reiss. New York. Bu\er: E. Ratner. 

RADIO BUYS 

TREND OF THE WEEK: Account^ out of spot radio for 
a long time are returning to the iiiedinni. Exani])le: Texas Co. 
I Texaco). New York. Its new campaign is spot radio only, with 
saturation minutes and 20s. niostl\ transcribed, in large group of 
national markets for seven-week period at rate of 20 to 2.5 A\cekl\. 
\gentv bought all-famil\ time ])eriods, excluding midday. Drive 
starts on West Coast, moving into the East later. Second phase of 
the radio cam])aign goes on the air late this ) ear. Agency: Cunning- 
ham & Walsh. \ew- York. Buyer: Jerr\ ."^prague. First phase buying 
comjjleted: second |)hase in Avork. 

The Nestle Co., White Plains, ^. Y., for \escafe instant coffee, 
launching three- to eight-week camj)aign of saturation announce- 
ments in about 200 markets, with a combination of live and et 
minutes and 20s. Frequenc\ : from 2.5 to 17.5 per week per market. 
Hours: from early morning to early e\ening. 01)jecti\e: a mixed 
audience with emj)hasis on women. Co]iy varies from straight sell 
to straight sell plus price cut. Agency: Bv\an Houston, ^^ew York. 
r>uver: Frances John. Buying is com])leted. 

Monarch Wine Co., BrookUn. for Manisehew itz kosher wine, add- 
ing several weeks to regular 13-week fall schedule. Minute announce- 
ments. partici])ations promote wine as (1) holiday beverage with 
dinner: (2) gift, latter tied in with new gift box for decanter. 
Saturation da) time schedule averages 20 one-minutes weekly, peak- 
ing as high as .35 in jire-lioliday weeks. Time range: 7 a.m. to 
7 p.m. Agency: Einil Mogul, New York. Buyer: Elaine Whalen. 
Bu)ing is ])raetically conijileted. 

Campbell Soup Co, Camden. N. J., via BBDO. \ew York, bu\ing 
in 411 markets minutes in early morning and nighttime as late 
as o p.m. to advertise all 21 of its souj)s. Et's and live partici- 
])alions sn])])leinent network tv j)rograms. Drive is similar to that 
of last A ear. Bu\er: Edward Fieri. Buying is inconijilete as of 
jjresstinie. 



RADIO & TV BUYS 



)ert s margarme, 



J. H. Filbert Inc., Baltimore, .Md.. for Mrs. I 
moved in fast in i)ast fortnight to buy and air announeenients. Total: 
10 radio markets, 15 to 20 tv. Radio j)attern: eight weeks of 
daytime mimites. announcements and ])artieipations. with els. Tv 
])attern: live connnereials with minutes slotted in da\lime ])eri()ds. 
AgencN : SS(]B. New York. Buyer: Jack Canning. Bu\ ing is 
com])leled. 



unning announcements in fnc 



Charles Pfizer & Son., Brooklyn, 
radio. fi\e t\ markets for eight weeks for Candettes, orange flavored 
throat lozenges. C()i)v : fdm in tv. et in radio. Hours: daytime onl\ . 
VgencN : Dowd, Redfield Johnstone, New York. Bu\er: Betty 
IWning com])lete(l. 



\assin 
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22% Increase in 
Nighttime Audience 

NO INCREASE IN RATES! 



Everybody kuotvs that WTCN-TV is the best daytime TV 
buy i>i the Tu in Cities . . . jVOU' LOOK what's happening 
at night! 

WTCN-TV's nighttime viewing audience has increased over 
22% over last year* as television heads into the busy Fall 
season! Get both impact AND frequency on WTCN-TV . . . 
At No Increase in Raths! Ask about WTCN-TV's fabu- 
lous Class A or A A Five & Ten Plan! Check Katz for avail- 
abilities and rates! 

*Pulse — 6 pm-Midnighl ... 7 days per week July, 1 955 — July, 1 956 



WTCN -TV CL^ll 



''The Station of the Stars'' 316,000 watts 



Represented Nalionally by (he 
Kalz Agency, Inc. Affilialed 
with WFDF, Flint; WOOD AM 
and TV, Grand Rapids; WFBM 

"~ ABC Network MINNEAPOLIS 'ST. PAUL 
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l)is;esl oj the n eck's ih'velopineiits 
in (idvertisin^ ami the air media 




Nev. 



ep WRAP-UP 



•I 



Automotivcs checking 
network daytime television 

\iitom<)l)il(» mamifactuK'i s aie l)e- 
iiiniiiiijl to look to (la\tiiii(' t\ V lioiisc- 
wiff aiidieiu'c. One net sales nianajzer 
K |)oit> lie jiot more in(]uiiies last week 
aliont daytime a\ ailaliilitics from auto- 
iiioti\es tluin an\ otiiei jirouj). 

Ilifilit now oiiK car advertiser usinj: 
da\time is C^iexiolet with a (jnaiter- 
lioui of the Carry Moore SIiok on 
(]HS W . Some idea of |)enet ration 
can lie jrotteii fioni Clie\ y contest of- 
feriiiir ("oiAette ir.odol as jjrize: 192.- 
(»0() entries wcie tabulated and manu- 
factnrer was forced to re|)eat ofTei and 
|.roduce more miniatures. 



Big advertisers reveal 
holiday tv promotion plans 

\\ esliiiiihouse. Chesterfield, Lionel. 
Minnesota Mininu \Ifs.. and llelene 
(iurtis are amon<; the first national ad- 
vertisers to disclose their liolidas ad- 
vertising; camj)ai<ins in t\. 

I he \\ estinghouse plan: il) a cal- 
endar i>sue(l to dealer.s will show dates 
of s|)e( ific aj)|)liance |)romotion; (2) 
|)i<)motions will tie in not oidy with 
<i\Nn --how. Studio One. hut also with 
I . S. Steel Hour anil Steel's two-week 
^|)ot radio drive: I .'i ) dealers urjicd 
to Use s|)()t radio to su])|jort these 
■'calendar"' |)romotioiis. 

Till' Chosteifield push stresses its 
new finorescent jrift carton \ ia Drap:- 
'let and Xoali's \ rl; jilus a national 
^|)ot t\ caiii|)aii;ii. Minnesota Mi^M's 
|)iomotion in helialf of its Scotch 
ta|)es inclnih-- (>() network t\ |)aitici|)a- 
tioiis ami IT for radio. I'lu'- lioui' "s|)e- 
cial Inch BeiiiiY radio show on (]|5S. 



|{e:Ml>-lo-l{;ike Foo<l>, (I'uflin liis- 
< iiit-i. ha- hecn acquired hy Ceneral 
Mills. This fiozeii hrand ha'^ iij) to 
now heen di>-tril)Uted in 'M states. 



l irni,- t\ |)aiticipation thi> \ear has 
heen confined to two .'Southern and 
one Western market. . . . S. C. Jolin- 
.-on iiikI Son is introilucini> it> new 
home air freshener. Glade, on the 
Robert Montgomery and Red SI.elton 
?how^ in mid-Decemher. No s])ot con- 
templated as )el. 

I'iihst has done a comj)lele turn- 
ahout on its decision to quit the \N ed- 
nesda\ niiiht fi<;hts on ABC this De- 
cemher. It now prefers to continue 
until next Ma\ rather than take a short 
rate penalty. In the interim I'ahstV 
Picw jiresident will decide what next in 
t\ . Leo Burnett, (]liicaoo. is the a<;eiic\ . 

KCA sales reached $<'!12..o2 LOOO for 
the first nine months of 19.16. Larn- 
ings after taxes: S27.o9.3.()()(). coiii- 
|)ared with the same three-quarter 
|)eriod"s S3().995.()()() last year. Larn- 
injrs on common stock: .Sl.<>2. also 
down (•oiii])areil with $2.01 for first 
nine months in I9.'i.'i. 

Liinolin I'liis is jiullinj: out of CI5S- 
T\ 's \ame That Tune and hecoming 
an AB(] T\ customer. Deal still under 
discussion via Knssell Seeds. Kellogg 
nio\es in on Tune 27 \o\eiiiher as 
alternate sj)oiisor with Whitehall. Bur- 
nett handled for Kellogg. 

OM.snioliilr for the fourth con- 
>ecuti\e year sponsors the \cadem\ 
\wards wingding on \BC IN'. . . . 
l)roniedar> brand will confine itself 
to radio, network and sjiot. in a rec- 
ord holiihi) eam|)aign. . . . I'luirniaco 
e.-timates it will ihdiver more than 
eight million home im|nessions pei' 
week during the ihntiiiie t\ eam|)aigns 
il has uiiilei wa\ on "MKl Fii'in's 
Medigum cough reineiK will share the 
|)lngs with otiici' medicinal gum 
|.i oil nets. 

Latest ])ieminiii ofTers tied in with 
network t\ : Toiii's l\ini|M'i' Sliiini- 
|MM>. foul I'ielilerest guest towels foi 
$1 |)lus hoxtoj): (^'Fieriil Mill."*, sec- 
ond edition of Bett\ (]r<icker (Cook- 
book: .S«'jihest"H new (ia\ 90s toffee 



fudge in cream, collection of Gav 90"s 
decals for 25(^ and box flap: Lanolin 
I'lns. in-j)ackage jiurse dispenser: 
Woodbury, a 4.5 rjini hi-fi "Best of 
Steve Allen" album, for three soap 
wrappers and .'■5,50; Lipton, four-jjieee 
thermoiiieter and baster set for Souj) 
.Mix en\ elope front and SI. 

(Jen«'ral Mill^ has also issued linge 
cider for Screen Gems' Tales of the 
Texas Hangers jironiotion book for 
distribution among dealers. I)e-igneil 
to look like child's stor\ book, volume 
includes show j)roniotii)ii material 
|)lus a narratise section. 



AGENCIES 



Simplicity's new agency 
continues teenage tv test 

Siiiiplicit\ Printed Patterns account 
moves to the Gre\ agency 1 Jaiiuar\. 
but the comjiam will continue its tv 
tests on local level. Purpose of the 
tests: to learn the medium's efTecti\c- 
ness with the teenage market. 

Initial vehicle of these tests is the 
Ted Steele Show. \\T)R-TV. Xew York. 

A Gilbcit Youth Kesearch sui\ey 
earlier in the \ear disclosed these 
facts: (1) girls from 13 to 19 spend 
more than S~l million for yard goods 
each year and o\er $10 million for 
>ewiiig iiotii)n>; (2 I slightly over half 
of this age groujj makes at least part 
of its own wardrobes. 

If the initial tests are succes>ful. 
Sinij)licit\ will branch out into more 
teen t\ with Gre\ jiiloting. 



Knox Reeves and Rockmore 
design gadgets for advertisers 

Kno.x Kee\es. of Miiiiiea|)olis. ami 
the Uockmoie Conij)an). of iNew ^oik. 
ha\e de\(do|)eil a cou|)le gadgets for 
aiKertiser iironiotional use. 

Knox Kec\es' is a streamlined meas- 
uring cnj). st\letl >j)ecifically for Gen- 
eral Mills and to be packaged with 
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PORTLAND, OREGON 

Associated with KING Broadcasting Company, KING & KING-TV, Seattle 

announces the appointment of 




BLAIR -TV 




as exclusive national representative 
on-the-air date, December 17,1 956 ■ Video power 31 6, 000 watts 

PIONEER BROADCASTING COMPANY 

Wolter Wagstaff, Manager, KCW-TV John Pindell, Sales Manager, KCW-TV 

Strengthen your Portland schedule NOW. Check KGW-TV 
availabilities with your nearest Blair-TV office: 



NEW YORK ST LOUIS 

CHICAGO DALLAS 

BOSTON LOS ANGELES 

DETROIT SAN FRANCISCO 

JACKSONVILLE SEAHLE 
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r)i>(|uick. 1 lie Ivockinore jiiiiiiiiick is a 
~i\-(iuii( e ciiii \\lii( li com ci t- into a 
lla>lilii;lit. and lias attaclialilo jjlastic 
|.ait>. Its a(la|)tal)le to main |Jiotl- 
iict- |)acka2('<l ill t ans. |)(m lu'tiiatinji 
hilicl a> lout; as can la^ts. 

Do'ierlN. ('lilTord. M«'«'i> 
.""liciifu'ld lias |)ickctl ii|) pail of tlic 
I lioiiias J. Li|)ton account \ ia a new 
j:rocci\ |)i()diicl. Vhe ajiciicN . which 
lia» not handled aii\ Li|)ton jjrodurts 
|)rp\iousl\. Sins radio and t\ ad\(Mlis- 
iiiu is a definite jjossilnlit\ for the near 
liilure. . . . TiUls ("iintz. Los An- 
i;eles. recentK apjxiiiited as a_uene\ for 
Nalioiial Paints. Conipain will use 



holh radio and tele\ isioii in an oiT- 
>easoii cainpaijin. . . . W ei.-^s (lv\- 
l« r. New \oik. has heeii named li\ 
Manhattan Soa|) I Sweetheart I . I're- 
\ ioush with Scheideler &• fJeck. 

Heiirv J. KuiifiiKiii «!C Af;>o»'iates 
distrihuted a torigue-in-eheek hro- 
clinre of >1\ te>tinioiiial> in connection 
with the cel(d)ration of the aijeiie\ s 
27 and one-fourth aniii\ ersar\ . . . . 
Ketoliiiiii. Ahu'Li'od (ir«Me 
threw open its doors this pa>t week 
to studcMits from (lie Schot)] of Kelail- 
iiiji. L iii\ ersit\ of Pittsljurah. The 
\ isit w as j)ai"t of the asienc\ "s person- 
nel develo|)ment plan. 



NETWORKS 

AB-PT's 3rd Quarter Profits Off; 
Nine-Monfhs Showing Beffer 

Although the operating profit of 
American Rroadca>ting - I'araniount 
Theatres. Inc., for first nine months of 
this \ear were uj) o\ er last )ear, the 
company didn't fare well the third 
quarter of this Aear. 

\et operating |jrofit for first nine 
iiionths 1956 \vere S5.686.000. or 
Si. 31 a share, compared with S5.2.54.- 
000. or SI. 21 a share, for first three 
quarters 1955. The third quarter op- 
erating profit was SI. 484,000. or 34 p 
a share, as against Sl.899.000. or 43p 
a share, in the same quarter of 1955. 

Ill regard to AHC. Leonard H. Gold- 
enson reported to stockholders the tv 
network's sales are not up to expecta- 
tions for the next three quarters, which 
rc|jreseiit. he e.xplaiiied. the 1956-57 
broadcast s^eason. I See also New s- 
maker of the W eek, j)age 6.) 

In terms of consolidated earnings 
AB-PT showed S6.616.000. or $1.53 a 
share, for the first three (juarters of 
this year as against S5. 286.000. or 
Si. 21 a share, for the nine months of 
the pre\ious year. 1955. 

IMutiKil's top executive realijin- 
ment: Wendell Campbell as vice 
|iresident in charge of sales for Mutual 
and HKO Teleradio. Ilis authority in- 
cludes the o&o stations. Brad Simpson, 
assistant to the president, will head 
|)r()graiiiing. Sid Allen continues as 
v.|). eastern sales and Carroll Marts 
the same for Midwest sales. Dick PufT 
in charge of ad\ ertisiiig-research-pro- 
ir.otioii. with Hal Cold, as the new 
pnblicit)- head, reporting to him. 

Only hraiid new \\ slunv debuting 
this fall to make the October Trendex 
top 20 is CnS' Playhouse 90. . . . 
NliC's Jiandstarul will dro|) its t\ 
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Buy KMPC atid KSFO 



each 



10 Calif ornians! 




ifornia population 
(1 1/56 SRDS) 13,296,000 
Combined KMPC-KSFO primary 
coverage totals 1 1,969,000 
persons wjlh annual spendable 
income of over $16 billion. 

GOLDEN WEST 
BROADCASTERS 



Gene Autry, Choirmon, Boord of Dlreclori 
Robert O. Reynoldi President 



National Representatives: KMPC: AM Radio Sales Co. • KSFO: Headley-Reed Co. 
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Best TV Movie 
Buy in Denver! 

the 

TEN O'CLOCK 
MOVIE 



on 



KBTV 

channel 9 



You know the f 
,°„a. United Ar.-s« 
3„d 20.h Century f°« 
film packages lUSt re 
to te.ev..on 

'-""■■"^,"•s5■::.e:ses! 

cent as 1953 
KBTV in Denver has 



'em'. 



These are the ONLY 
Feature Films starting 
at 10 p.m. in Denver. 

Every night Monday thru Sat- 
urday 

Live or film ONE MINUTE par- 
ticipations now available. 



KBTV 



channel 



9 



John C. Mullins, President 
Joe Hcrold, Station Manager 

Call Peters, Griffin, Woodward, Inc. or 
KBTV Nafional Sales Manager John 
Hr^nry at TAbor 5 6386 



>iinulcast latter ])art of \oveniher. Tlie 
more successful radio jjorlioii will ron- 
liiiue. Goodson- Todnian's audience 
j>nrtici])atioii show. 77;e Price Is Right, 
will take over on Iv. . . . NIUTs Proj- 
ect 20' next sj)ecial jjresentation will 
c()\er "l he Jazz Age' complete with 
s| oiisor, \orlh American I'hilips. on 
6 Decendjcr. Narration is hv the late 
I'red Allen. 

(",HS Kndio lias shelved its efforts 
to schedule old airchecks of Burns & 
Mien and l)ing Crosl)\ shows. It will 
jnst re\ i\'e the Jack I?enny taj)es. . . . 
yiiC'.s Muliiipc Thvatrc celebrates 
its first annixcrsary this w eek, outli\ - 
ing the j)rognt)stications of many trade 
"e\j)erts." 

Alcoa Hour is seen on NBC t\ . hut 
it will he Columbia liecords that will 
release the score of Alcoa's Christmas 
show as recorded b) the cast. . . . 7'i'fA- 
Tdck Doii^h, \f5(> t\ newcomer, has 
Poni and Menlliolatum as jjarticipat- 
ing sjjonsors, while Welch Cra])e Prod- 
ucts has attach(;d itself to Comedy 
Time. 

j\H(] K:i«li«> sold 20.0 particijjations 
on six carrier j)ro<;rams. amounting 
to S259.()()() in gross billings, in one 
week. Ad\ertisers included \orwich 
I'harmacal. Studebnker-Packard. Good 
H ouseheeping, ()ldsmol)ile. \asli and 
(Charles I'fizer (]o. 



Blair Keeps on Selling 
Current Spot Radio Advertisers 

,|olm Blair & Ct). belie\es in continu- 
ing to sell sjjot radio to ad\ertisers 
( urrentl) using the medium. 

Case in j)oint (one of man\ ) : l)oe- 
.skin was using and liked sj)ot radio. 
l)()th the sales and adsertising man- 
agers were stjld on sjjot but felt the 
organization as a whole was not. Blair 
g'a\ e presentation to entire Doeskin 
New ^ ork sales force. Reception was 
so fa\oral)le a rcjx'at performance was 
recjuested for (]hicag(j. 

hi another instance the Blair pres- 
entation convinced an ad\crliser that 
saturation was better than his pre\ i- 
ons use of specialized programing. 

Blair feels that tiniebu\ers appreci- 
ate radio, but spot must be sold np 
and down the line to more people in 
the ad\ crtiser s oiszanization. 

AlU] K:i(li«) ;iii(l 'rel«>\ ifiioii net- 
work siiles departments will lake o\er 
as reps for their i ('specti\'e Western 
Network^. Business ua^^ formerK han- 



dled by Petr\ . Vincent Francis w ill 
handle Western t\- sales from San 
Francisco and Harry W'oodworth will 
do the same for radio from Holly- 
wood. iSew York and Chicago sales 
ofKces will re|)resent the \^'estern 
group in those cities. 

NBC's Television Spot Sales has 
sent out "color memo number one." 
Regular mailings to advertisers will 
keep them ad\ ised on latest color hap- 
j)enings. . . . Adam Young, Inc.. has 
already made exjjansion moves in both 
Chicago and Los Angeles. Next jilan 
is for doubling the New York office 
sj)ace. 

Paul H. Kayuier Company's vice 
jiresident. Fred C. Brokaw. finds that 
there is a growing trend among ad\er- 
tisers to want their commercials de- 
livered h\ a "iiNc ' j)ersonalit\ . Sjion- 
sors like the endorsement and prestige 
\ alue of a jiojjular local '"host." . . . 
NBC Spot Sales has gathered uj) re- 
( ent art ads for a sjjecial jiresentation 
book. 

TV STATIONS 

WBZ-TV's All-out Promotion 
Pays Off on New Feature Films 

W'BZ-T\ 's canij)aign for its new 
Boston Moi'ietime has j)aid oil with a 
complete sell-out. ARB gives the show 
a Sejitemher increase of 253'r o\er 
pre\ ions ])rograming in the time slot. 
1 :4,5 to 6. - IS p.m. 

These results followed hard-hitting 
j)r(nnotion done before air debut. 
E\er\ form of acbeitisinu was used 
from sound trucks to tow planes, fiir.e 
was e\ en bought on C()mpetiti\e radio 
stations. 

W BZ-'f \ feels that the show V con- 
tinuing success is due to programing 
something for c\ er\ age grouji. 
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Station Buying by Newspaper 
Publishers Continues as Trend 

Washington Post Co. is the latest 
newspaper publisher to expand its sta- 
tion chain. W'ACA radio and t\ sta- 
tions. Atlanta ha\e been bought from 
StOrer Broacbastiiig for ,S6.,5()().(MK). 
Aside from being subject to usual FCC 
appro\al, the sale also hangs on ap- 
proval of Storers application for 
W'MUR-TV, Manchester. N. 11. 

The PosTs other stations include: 
WTOP radio and t\ in W asbingtou. 
D C. : and WMIJH radio and t\ in 
Jackson\ille. I'la. 

New Iv 8tiiti<>ii.s : Hetueeu 30 Sep- 
tember and 22 October two new t\ 
stations went on the air anil a third. 
\\'XO\V-T\'. Channel -19. York. Pa., 
resumed operation after goinii dark 
on 30 September. \\ NOW -T\ "s return 
was marked bv statement that although 
outlook does not look promising there 
is hope that "conditions will inipro\e 
with the passage of time. " 

New stations are KSIX-TN. Channel 
10. Corpus Christie and W AGM-TV. 
Channel 8. Prescjue Isle. Me. KSIX- 
TV. on the air 30 Septend)er. has 128 
kw interim power and 340 foot tower. 
W'AGM-TV. on the air 13 October, has 
58.9 kw and a 300-foot temporary 
tower. General manager is Harold D. 
Glidden: rep is X^-nard Rintoul & jMc- 
Connell. KS1\-T^' owner and general 
manager is \^ann M. Kenned\ . Reps 
are H-R Television and. in the South. 
Clarke Brown. 

During the same period the single 
construction permit granted went to 
Northern Virginia Broaclcasters. Ine. 
for construction of W'ARL. Arlington. 
\ a. Grant for Channel 20 specifies 
676 kw' visual. 5.S0 foot antenna. 

During the week of 16-22 October 
new construction permit was granted 
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to llarriscope Inc.. I?e\erl\ 
Calif., for Channel 2 Casper, \\')o. 

For the same period one new station 
went on the air in Philadelphia. 
W'l IVY-TV began operation 22 Octo- 
ber with \2.r> kw erp: and SOO-foot 
Blaw-Knox tower. 

WKMl-TV W'lJZ-TV add 

color to their schedules. WKNH-TX. 
West Hartford. Conn., has just finished 
a week of li\e color trials. Permanent 
color e([uipment is due early in I9S7. 
. . . WBZ-TVs fir!.t color program will 
be Judge Roy Bean. The Screen Craft 
-eries will also be Boston's fust loeal- 
l\ scheduled color show. . . 
Omaha, has added color newscasts to 
its local schedule. 

\S'KV-TV. Oklalioiiui City, in- 
forms SPONSOR that 5.000 Humpty 
l)umpt\ Dolls were sold after two 
weeks of announcements on the Ihimp- 
ty Dumpty Shou- i SI'ONSOK 17 Septem- 
ber, page 401. Additional 10.000 
were sold after announcements were 
stopped. . . The Jefferson Standard 
Broadcasting Co. BT. WBTV and 
WBTW I has established an award in 
connection with the I nited Communi- 
ty Campaign. Tropb\ will go to the 
connnunit\ which does best job. 



RADIO STATIONS 



KPOP Cas Giveaway 

Based on Speedometer Numbers 

West Coast idea going great guns 
for KPOP. Los Angeles, is gas give- 
away based on car speedometers. Sta- 
tion airs four digits and drivers with 
matching mileage on speedometers can 
collect 10 gallons of gas free at co- 
operating service stations. Two pro- 
\isions: the\ nmst arrive within half- 
hour of broadcast and must ha\e been 
within five miles of the gas station. 

WLW Promotion Stresses 

New Market Yardstick: Audience 

New WLW pitch aimed at national 
advertisers urges new look at top mar- 
kets. Cincinnati station suggests mar- 
kets \alue be judged on basis of 
number of listeners actualK (leli\ered 
b\ station as opposed to population 
within c.it\ limits. 

Presentation points out that while 
Cincinnati is nund)er 17 on population 
list. WLW places as ninth nationally 
in total people reached according to 
[Please turn to page 74) 



no more Siesta 

inTUCSON 



just Aoujicfing 





3rd faskslgrownji 
markfil in tkOSA. 





A Gene Aulry Enterprise -ES MiitendorfCtaMgr. 
Gforge PHollingberry Co., National Rep 
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1916 MONDAY 20 



Jt^''^1^^ . 









This as a portion from my mother's date book»The daje 
are se lf-explanat©ryy 




i'orth 



Any shopping list that starts with the reminder to write Agnes, 
goes through the mundane business of currants, castor oil 
and dried cod, and finishes with "call man about back stairs" 
deserves extra consideration. And that's what it got. The list at 
left won first prize in the recent "old shopping list" contest 
sponsored by the National Association of Food Chains and the 
Housewives' Protective League— a contest that commemorated the 
beginning of self-service in retail food shops, forty years ago. 

But, for practical purposes, this kind of shopping list has 
gone the way of high button shoes and the banjo. People no 
longer think of "peas" or "bread." It's always somebody's peas 
or somebody's bread — and the shopper has made up her 
mind before she leaves home. 

And the Housewives' Protective League plays a powerful part in 
that pre-selection of brands. HPL — the most sales-productive 
program in all broadcasting — has been making up the minds of 
women before they buy for the last twenty-two years. 

Today, you can buy HPL participations on any one, or on any 
combination, of the 13 top stations listed below. To make up the 
minds of your customers before they walk into the store, don't 
write Agnes. Call CBS Radio Spot Sales or . . . 

THE MOUSE WAIVES' 
I>ROTECTIVE LEAGUE 

485 Madison Ave., New York 22, New York • PLaza 1-2345 

WEEI, BOSTON • WBBM, CHICAGO • WGAR, CLEVELAND • KNX, LOS ANGELES • WCBS, NEW YORK 
WCCO, MINNEAPOLIS-ST. PAUL • WCAU, PHILADELPHIA • WRVA, RICHMOND • KSL, SALT LAKE CITY 
KMOX, ST. LOUIS • KCBS, SAN FRANCISCO • KIRO, SEATTLE • WTOP, WASHINGTON, D. C. 



^V'M WAtr/NGr FOR OALB fAOROrAN 
TO OEClOB FOR ME 





FOLKS RELY FOR WHAT-TO BUY 
ON DALE MORGAN 



i DALE MORGAN SHOW \ 

Weekdays 5:30 to 9:00 a.m. 



Yes . . for years in Denver, folks have listened to Dalk Morgan's 
irarm. believable salesmanship and responded at the point of sale! 

Now ... here's audience-familiar Dalk Mouc.an in KLZ's prime 
nu)rninf> lime with the neie "Dai.k Morgan Show". . . local, regional 
and world news . . . weather news . . . niusic . . . human interest and 
current t<>i)ic interviews in the nAUic Morgan manner. 

It's KLZ's top rated AM time! Pulse (June 1956 shows KLZ with 
H out of 12 (juarter hour firsts in the G to 9 AM i^eriod ... a mighty 
e\<)Sf .•second in the other four. 

Let Dai.k Morgan sell your product to this morning audience. He's 
doing it every day for dozens of other national and local advertisers. 

/•'or (iimplclr information, eontaet your kat/, man or KLZ Radio sales 

CBS FOR THE ROCKY MOUNTAIN AREA 



WRAP-UP 

[Continued from page 71 j 

Xlelsen Station Index. 

IVing NSl figures. \VL\V feels it is 
now possible to tell what a station 
real!) does hotli inside and outside 
metropolitan area and that area sta- 
tion now has basis for doeumented 
sales slor\ . 

T/if Yankee Sltny. WS\C\ film 
(loeuiiK'iitnry. will be screened in 
j\e\v York on Monday and Tuesdax 
(29tli 30th I. 4 p.m. at the Roosevelt 
Hotel. The Boston station's color film 
outlines the \ew Kngland market and 
promotes Y ankee as the onl\ complete 
regional radio net service down East. 

Filming was done 1)\ \\'\AC-TV's 
l)oeunientar\ Film L nit for the sister 
radio outlet. New York stop is part 
of eoast-to-coast tour. Audiences are 
expected lo top 5.000 in nine cities. 

Permaiiont hraiieh .studio has 
been set-up in oih» of Los Angeles' 
high fashion shopping districts by 
KDA^'. Station originates shows from 
\Wstwood \'illage during peak shop- 
ping hours with regular programing 
augmented by interviews with shop- 
pers and \isiting personalities. 

Timehuycrs are being question- 
naired b\ KMOX. Sweetwater. Tex. 
"Qui/orama ' asks for names of ac- 
counts and preferred periods. Surve\ 
will be used as basis for big promotion. 

Kefiirhisliiiig; of local radio pro- 
graming continues. \\ I'TK. Alban\- 
Troy - Schenectad\ . promoting "New 
Sounds." Stresses radio as ea^v -to-get- 
along-with companion. 

\\'IIHiN*s iiiercliaii(lisiii<» pronio- 
li(»n took its breakfast show to Syra- 
cuse super nuiiket window. Free 
breakfast for earh comnuiters brought 
out record crowd- . . .Vi ()V. Nov 
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AND CHEER! 
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lowest 
cost-per-thousand 



i/) ^ :•: in Columbus 



o 

o 



Q. 



O 

o 



UJ 

o 



O 1 



IVVKO 



cost per thousand is 
49% lower than its 
^3 closest rival. 



delivers 4.5 average be- 
tween 8 and 6. No 
ratings below 4.0. 
Pulse: Sept.-Oct. '56. 



mm 



covers what count! 

800,000 people in half 
millivolt contour. 550,- 
000 of them are in 
Franklin County . . . 
the home county. 

the station with a 
personality. 



^ ork. is now piDjirainiu'; .^cgro- 
iiileresl features from its Koine studios 
. . . KI'I'K, San Antonio, has dis- 
ti ihuted a reprint from llardunre A^c 
a(l\isinsi dealers to spend '!'/( of sales 
for advertisinji to condjat tradinji 
stamps and •;iinmiek sellinj;. 

Free \m» tokens are heinji <iiven 
awa) b) W'X'KT, Rochester, to |)ro- 
mote its tliree top |)ersonaiities. "A 
Token of M) i'vSteem" is the tiienie of 
eampaign. . . WI'AT. i'aterson, \. J., 
has been assigned an FM channfd. AM 
sehedule will i)e (hi|)lieated. Station 
sees V\\ resurgence spurred h) hoom- 
iii" interest in hi-fi. 



COMMERCIALS 



20-Second Commercial Took 12 
Weeks to Film, Had Crew of 57 

Twehe weeks in produetion with a 
east aiul crew totaling .ST. Ail this was 
required to produee just one 20-seeonrl 
coimnercial. J. A. Folger & Co., \ ia 
Cunningham & Walsh. su|)plies the fol- 
lowing breakdown on the commercial: 

There were two ereati\e directors, 
two art directors, one motion picture 
director, fi\'e camera crew, one still 
cameraman. 23 animators, two film 
editors, one composer, one musical di- 
rector, 18 musicians, an announcer 
and one modeh 

Agency feels a commercial expresses 
the ad\'ertiser's personalit) ; that while 
a dull program may be blamed on the 
network or producer, a dull connner- 
eial reflects direct!) on the sponsor. 
Thus the time and care. 

Produetion was split between both 
coasts with Sarra, New York, doing 
the "li\ e"' portion and Fra. Holhwood. 
for animation. 

I'layhoii^e I'ieliires. Hollywood, 
has joined the ranks of commercials 
producers in the animated color field. 
First assignment. 3()-second openings 
for the new Tennessee Ernie Ford 
nighttime show. . . . Filniack. New 
York, has a new 1.1). department 
which has available the call-letters of 
e\ery station in the comitr). Filniac 
says it can cut costs of 10-seeond 
shared I.D.'s by about one-third, and 
make deli\er\ in less than three da\s. 

Ul'A's ""^lisler Magoo's llouiso- 
Iiohl" connnercial for Rheingold has 
won second |)rize in the tele\ ision 
catpgor) at the International Advertis- 
ing Film Festival held at Cannes. 



FILM 



Guild Uses New Plan for 
Production Security 

Guild Films' Captain David (rriej 
series is the first produced under the 
firm's |)re-production sales plan. Here's 
how it worked. 

The Jack London sinies idea was 
brought to Standard Oil of California 
before an\ footage was shot. Guild 
got an agreement from .Standard to 
s|)onsor the show regionally on con- 
dition that the first films lived u|) to 
])rouiised (pialit). Only groundwork 
previous to the agreement was selec- 
tion of cast. crew, locations and char- 
tering sehocniers. 

Guild cites the tighter film market 
and need of regional s|)oiis()rs for 
high-quality shows as basis for their 
plan. With sale pledged in ad\'ance 
(always subject to the calibre of the 
finished product I . Guild feels it can 
bring network-le\'el film show> to top 
regional sponsors. Standard Oil of 
California now has the show set to go 
in 12 Western markets. And Strohs 
Reer has come in for 21 in the Mid- 
west. 

NTA has taken o\'er the |)roperties 
of Kainbow Productions in a buy that 
adds six A-budgeted features to its 
film network roster. One ma\ be hot 
to handle, however. "The Bells of St. 
Mary"' with Ingrid Bergman in a re- 
ligious role will get a theatrical re- 
release first. The distributor hopes 
this will increase its \'alue and ac- 
(cptability. \TA has also just a|)- 
pointed Maxon to handle advertising 
for its new film network. WI'IX. \ew 
York, says that its tie-up with XTA's 
national web has brought quick s|)on- 
sor results. 

Screen G<miis has .set up S2..S mil- 
lion fund for financing new iiHle|XMi- 
dent package-. Newest series from 
Screen Gems, ffere Comes the Sliou- 
boal, starts production in No\ ember. 

Latent box score on film a\ailable 
to tele\ ision as jiuldished I)\ Broadcast 
Information Bureau. There are 611 
tv series; .5.83.5 motion pictures: 103 
serials: 6.172 short subjects: 2.737 
cartoons. 1.2.57 Westerns. . . 

iSBC Film Exfhanjre has leorgan- 
i/ed technical and cleri(;al methods. 
Changes include new film cleaning 
te(dini(|iies and a n?w booking <\ stem 
based on geographical areas rather 
than program 1 locks. . . Ilijjh 
\ i<l<M>(l<'\ raliii'is are credited b\' 




mo 

Columbus, Ohio 

Use the slide-rule 
and call Forjoe 
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M( .\ "i \ ;i> a >lroiiji feiclor in recent 
s;ilf «if Rosemary Clooncy Shoir to 
Hhil/ Bfcr and Hood Dair\ for region- 
.il -|)oiis()r-iii|). Two new local auto- 
iiioti\e ach crtiscrs arc also re|)ortcd. 

I'rodiiclioiKs is working on 
incrcliaiidising and |)roniotion plans 
lor present and fnture >eries. MRW 
\>-ociatcs will handle tiie tic-nj)* with 
tlie canijjaign for "'Broken \rro\\ al- 
read\ set. . . . Ilal Itoarli. Jr.. tv film 
pionwr. looks to the futnre and new 
|iroiiraniing. "in which a honse pro- 
ducer or film producer would he al- 
located hlocks of air time in which to 



create programs designed to meet ad- 
\crtisers" and \ iewers' desires. This 
niagazine-of-the-air concept would put 
the producer in a similar position to 
the printed media's editorial stall. 

'I'lirre-inoiilli fiiiles: activity for 
Zi\ "s Dr. Christian scries ha\c hrought 
show's total lo 182 market? sold. New 
regional sj^onsors include: Lee Opti- 
cal. 15 Western markets: Colonial 
Stores. 15 Southeastern markets. Di- 
\ersified appeal of the show is indi- 
cated 1)\ the other types of sponsors 
food, appliance, heer. mattress. 

CHS iNewsfilin has picked up four 



T 



V household 
ow covered b 
z>channel 




l(pr(Mnti< NitlenoNy by 
PETERS, GRIFFIN, 
WOODWARD, INC. 



SC-T 



Madison, Wise 



rich marlcef 
1 30 counties in 

VISCONSII^, JD VVA 
iiid ILLINOIS 



new markets, incluiling H-S\ . Mel- 
l.ourne. j\u^tralia. . . . lXS-Telenew> 
has added a 26:30 I\'eus Review oj 
1956 to its traditional Sports Revieic 
for year-end showing. The two shows 
are offered with no extra charge for 
repeats during the holiday season. 

Diifiti'ibutioii rights to Ask the 
Camera gives INS-Telenews entertain- 
ment film series for the first time, and 
more shows along this broader line 
are planned. . . KCA HefortltMl Pro- 
gram Ser\ ice has added a total of 15 
markets in sales of Town <?• Country 
Time, Sam Snead Show, World 
Around Us and Riders of the Purple 
Sage. I Some of last two in color.) 

SMI'TE con\ention delegates were 
lold recently that lenticular film used 
in place of color negative offers quality 
up to black-and-white kine standards, 
and savings of around 511' ( . 

KKO-Pathe has fihiieil the Toy 
Cuidance Council's Christmas promo- 
tion series. Toyland Express, for the 
fourth year. Ele\en of the 1.5-minute 
shows are read\ for distribution to 
about 100 markets to be sponsored b\ 
local retail members of the Council. 



regular 



Canada to Turn Out 
Station Circulation Study 

I .S. admen longing for i 
industr)-ran tv and radio circulation 
study will probabl) find something to 
envy in Canada. 

The Bureau of Broadcast Measure- 
ment has embarked on a regular co\ er- 
age ser\ ice. jointly supported by Ca- 
nadian stations, agencies and advertis- 
ers. These summarv reports, turned 
out al least twice a )ear. will show : 
1 1 ) station audiences in all areas of 
Canada by half-hours: (2) break- 
downs of total station audiences and 
(3) cost-per-1.000. 

Contrast this with the circulation 
measurement situation in the U.S.: 
( 1 ) the Nielsen (.Coverage Service has 
so far l)een turning out a stud\ e\cr\ 
four \cars and (2) Dr. Franklin 
Cawl's continning stud\ of station cir- 
culation and tv sets for llie NARTB 
is si ill in the testing stage, after about 
two \cars. 

(]iiiiiiiiighain Walsh's \'idco- 
low n snr\e\ show s nightlime \ icw ing 
down one lo three hours. Afternoon 
audiences continue to drop, but less 
>hari)l>. Oid\ morning viewing seems 
to have reached a plateau. ^ 
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'S OF MEN 



ZIV's NEW STAR-SPANGLEDP 





SPINE-TINGUNG SHOWMANSHIP AT YOUR COMMAND! 

N*pw pres(Bnt you/ product Oh a tv program with the impact of a 
21-gun salute . . /a story senes.aBlaze With the adventures, 
loves, heartbreaks and triumphs of 'the U.S. Midshipmen! 



FOR THE SPONSORS AND STATIONS WHO WANT 






or Treat? 



KYW-TV gets invited into more homes 
in the course of any given week than 
any other Cleveland area station. 
That's why your spot package buy will 
produce greater results on Channel 3. 

Example: A typical "15 Plan" pro- 
duces a treat of 1,035,000 home im- 
pressions in five days for only 50 cents 
per thousand!* KYW-TV leads all TV 
stations in the market with a 37.1 aver- 
age share of audience for the seven 
days, 6 a.m. to midnight . . . over 9% 
higher than its nearest competition. 

We have no tricks. Solid showman- 
ship and salesmanship in both pro- 
gramming and promotion do the job. 

Knock on Al Krivin's door, and get 
treated to the best buy in Cleveland. 

*Cost-i»r-thousand figure is computed on the baaLs of 
three ten-second spots per day; morning, afternoon and 
evening with weekly cost under "50-15 Plan," of $337.50, 
based on August ARH figures and 2.5 viewers per set. 

In Cleveland, No Selling Campaign 
is Complete without 
the WBC station . . . 



KYWATV 



CLEVELAND 



WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 



RADIO TELEVISION 

BOSTON— WBZ-J-WBZA BOSTON — WBZ-TV 

PITTSBURGH— KDK A PITTSBU RG H— K D K AT V 

CLEVELAND — KYW CLEVELAND— KYW-TV 

FORT WAYNE — WOWO SAN FRANCISCO — KPIX 
PORTLAND— KEX 

KPIX REPRESENTED BY THE KaTZ AGENCY, INC. 
ALL OTHER WBC STATIONS REPRESENTED BY 

PETERS. GRIFFIN. Woodward. Inc 
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What's happening in Government 
that affects advertisers and agencies 



WASHINGTON WEEK 



This week Federal Trade, Federal Conimiiniealions, and other regulatory 
ageiieies eame in for sweeping criticisms in one of the oddest, if not fightingest, reports 
to come out of Washington in recent years. 

Author of the one-man document was Rep. Joe L. Evins (D., Tcnn.), chairman of the 
House SniaU Business subcommittee, which held extended hearings on monopoly in regu- 
lated industries during the last session. 

What started the rhubarb was that Evins' colleagues on the subcommittee — Rep. 
Yates (D., 111.) and McCulloch (R., Ohio) — turned over copies of Evins' report to all 
the Federal agencies involved. 

It quickly began leaking to executives in industries drawn into the hearings. For 
instance, it was said that CBS and NBC soon got wind of what was in the document. 

Enraged at the "unauthorized circulation"' and what he termed "pressures amounting 
to lobbying effort to influence the committee against the report's issuance," Evins pushed the 
document out in its rather unusual one-man fashion. Here's what Evins claims: 

Edward F. Ilowrey, former chief of Federal Trade, loaded the agency with policy ap- 
pointees and dragged his feet on monopoly cases. 

McConuaughey's appointment to head the FCC was typically in the pattern of choices 
by the present Administration. The FCC chairman was charged with saying he never repre- 
sented any business before the FCC, when in fact, he had been employed by Ohio Bell, an 
AT&T subsidiary. 

Half the UHF station failures occurred during McConnaughey's tenure. The report 
suggests that the FCC chairmen had been lax in protecting small businessmen and competi- 
tion in the communications industry. 

Evins' prime recommendations were that Congress increase control over regu- 
latory agencies; that a chairman be chosen by agency members and that agency budgets 
be submhted directly to Congress, instead of clearing through the Budget Bureau. 

The implications of Evins' buzzsaw report to advertisers and the networks are inter- 
preted in some quarters as presaging a hard battle to unseat McConnaughey and a 
persistent drive to charter a tougher course toward big business. Apparently Evins is 
not content with the long string of actions recently taken by the FTC on alleged violations 
of the Robinson-Patnian Act. These actions have touched air media in no small measure. 



The right of a sponsor to substitute messages wooing voters via commercials 
has been questioned before the FCC by a California group. 

In a petition to the commission, the California Committee opposed to Oil Monopoly 
accuses Richfield Oil of "propaganda" in favor of an oil proposition on the California ballot. 
Tlie tv program mentioned: Mayor of the Town. 

It's the same group that previously protested alleged "slanted news" on the Richfield 
Reporter. 



UHF stations apparently refuse to be pressed into saying whether they're 
going to go through with their construction permits. 

Most of them queried on the subject recently have passed the ball right back to the FCC. 
Typical attitude: If the FCC hasn't formulated its own plans, or clarified the future of 
UHF. certainly the permit holder is not in a position to do so. 
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mi/mmnce 






ONLY BASIC CBS-TV STATION 
FROM PITTSBURGH TO HARRISBURG 



WFBG-TV, Altoona, plus Pittsburgh 
covers 76,701 more television homes 
than any other station combination 
in the area. Proof: ARB Coverage 
Study of March 1956. 





A TRIANGLE STATION 



A roundup of trade talk, 
trends and tips for admen 

SPONSOR HEARS 



General Foods Mould like to cut back about $1.5 mniion in network tv be- 
fore spring. 

That's why, you, the advertiser, can do some Christmas shopping on any one of five 
nighttime shows GF has on NBC and CBS. Holiday gift-selling campaigns stand the best 
chance for the alternate slots. 

Charles G. Mortimer, GF president, would like to use his tv savings to "budget 
better profits" for the current fiscal year. (GF"? 1956 fiscal year showed $931,147,459 
in net sales and $39 million in not income.) 

A topline agency is going to test-tube new tv sbow concepts and personalities 
on a soutbem station. 

The networks have talked about something like this for years, but done nothing about 
it. The agenry involved (a giant) picked a station that is (1) easy to fly to from New 
York, but (2) far enough away to make "sneak" tests. The plan starts early next year. 

Behind it is this: In radio, comparatively small expenses permitted extended trial and 
error on a network; but the spiraling prices of tv preclude such a luxur)'. Hence the next 
best thing — a period of patient developmenl on a local station. 

Air advertisers are spending a pretty penny tbis year to protect tbemselves 
against infringement and libel actions. 

The cash isn't for damage payments. It's sheer insurance coverage. The premium on 
a SI million policy runs around $25,000 — and a major advertiser usually wants a lot more 
than that. 

Because people are exposed to more and more products, ideas, titles, and impressions 
every week, they are becoming prone to imagine that what they see resembles something 
they once dreamed up. 

Seaboard Surety Co., which \sTites a major share of this coverage, says 80% of the 
insurance company losses on "intangible propert) ' go to tbe defending lawyers. 

Wben Madison Avenue turns tables on tbe potent New York daily tv colum- 
nists, here's how tbe agency experts look at tbe reviewers from across the fence: 

JOIIN CROSBY, HERALD-TRIBUNE : Witty, entertaining, and skilled at document- 
ing a case for or against a specific deed or trend; however, there's some doubt whether 
the standards and judgments he sets forth would predict program ratings; his readership, 
on the other hand, gives him an influence that admen treat with considerable respect. 

JACK GOULD, TIMES: Definitely a force in tv; a critic with meticulous taste; 
inflexible about what he considers high standards and concepts of public service, but not 
in terms of the masses; writes an excellent, literate review for the adman's personal taste, 
pretty much ignoring those who read with their lips. 

BEN GROSS, DAILY NEWS: A gentle appraiser with a sympathetic ear for nostalgia. 

JAY NTILSON TUCK, POST: Dotes on matters of social-political significance and 
the opinion of his two young "monsters." 

JACK O'BRIAN, JOURNAL-AMERICAN: Brushes ofl the technicalities of show 
business, but exercises a sympathetic grasp of what his readers like in entertainment; 
always ready to fly off into a personal crusade with his o\\'n version of what happened. 

HARRIET VAN HORNE, WORLD TELEGRAM: Her likes and dislikes tend to ex- 
tremes; adept at colorful and pretty passages; inclined to go for the sentimental, but is 
hard on anything that smacks of the maudlin. 
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The Radio Leader in Des Moines! 




A COWLES OPERATION 



DES MOINES RADIO ---CBS 



72 



72 



FIRSTS OUT OF 
QUARTER HOURS 

In Latest Pulse Survey! 

TUNE-IN UP COST PER THOUSAND DOWN! 



KRNT Leads Morning, Afternoon and Evening! 

. . . and has for years and years! 



KRNT Is Your Basic Buy In Iowa ! 



KATZ HAS ALL THE FACTS ON THE STATION WITH THE FABULOUS PERSONALITIES AND THE ASTRONOMICAL RATINGS 
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Capsule case histories 

oj successful television campaigns 



SYNTHETIC MINK 

"-I'ONSOH: Moni<i..meiy Ward & Co \(;K.N(;Y: Dirccl 

Capsule case history: 10 drmiiatize its new f;iil fasli- 
ioii iinr. Al()iil<i()iii(M \ W ard & Co. cliose ".My Fair Lath ' 
as ils lluMuc. The company five 15-ininute soginents 

(.11 llic aflcrnooii Starr ) elland Matinee on KLZ-TA as the 
\eiiicie to jjroiiiolc fashion's new dictates of cmphasizef] 
Iciiiininil) and lou-co-l luxury. One cd)jecli\e of llie cain- 
paifin was to inlrodiK e a collei lion of new syntlietic "mink ' 
coals A\lii(h retailed at about SIOO. The man-made minks 
were denionsi rated dnrini; tiie first sliow on Monday. By 
the morning follow iiig the showing the stores entire order 
of .^0 coals was sold onl. The Montgomeiy Ward retailer 
(|ni( kl\ placed a re-order for 100 more coals. This ship- 
iiiciil uas received on a Wednesday. By Thursday it too 
Avas gone. The a(heiliser had u^e(l only the one sliow on 
Monday to dis|)Iay the manufactured minks. All Iralhc on 
tlie re-ordered stock was carry-over from the initial tv dem- 
onstration. Cost of tlie LS-minutc segment to Montgomery 
Ward was SI'^O. The firm'.s gross retum came to ahont 
()()() or SWT) for c\ cry advertising dollar imesled. 

KI.ZTV, I3envtr PROGRAM: Participalions 



TOY SHOP 

SPONSOR: Hall's Gift Store AGE^C^ : Direct 

Capsule case history: Hall's used newspaper advertising 
exclusivel) to introduce the opening of their new Toy Shop 
section ju,-t before Christmas of 1955. The store found that 
the promotion met with fair to moderate .success. This past 
summer, the gift shop (which is operated by the makers of 
"nalhnark"cards) turned to television to |3romole the lov 
section. Ilall's signed for just one participation on the 
Happy Home show to promote a drawing for a miniature 
IVmtiac. Customers had to come to the store and register 
to be eligible. From this one announcement the store got 
400 in-store registrations. The store manager also said that 
many customers indicated that they had not known about 
HalPs Toy Sho]) until they saw the tv program. Reaction 
by the store was quick and positive. A fall-winter ad bud- 
get of .$4,000 has been set up for the Toy Shop with 55 
of this budget already committed to KMBC-TV and a 
strong |)ossihility of more later. The entire tv ex|jenditure 
is apportioned to KMBC-TV for a 17-week, three times per 
Meek campaign covering the Kansas Cit}'. Missouri area. 

KMRC-T\, Kansas Gity. Mo. PROGRAM: Participations 



SPORTING GOODS 

SPONSOR: t^enn's Spoitinj: Goods AGENCY: Direct 

Capsule case history: This advertiser sold 275 rod and 
reel outfits at .?20 each as a result of a single weekly partici- 
|)ation over W IlErS- l A' for 13 weeks. The cam])aign re- 
sulted in what the advertiser called "hectic months of 
business iielling a total of ]{){)'< more sales than during the 
same |)eriod last \car. I lie store's ownei em|)hasizcs that 
llie volume of business on tli(^ fisliing tackle was not diverted 
from oilier |iro(hicls since it v\as his total sales figures thai 
sliov\ed the 100' ^ iiK rc^ase for the |)eriod covered. The ad- 
vertiser also re|)oits that countless new customers were 
made; many have come hack again and again following 
their original |)urcliase. In short, the store found that tlie 
])roiiiolioii has nev(!r sl()|)pe(l |)ro(liiciiig sales. Long after 
llie height of the fishing season and the suspension of the 
caiii|)aigii, refereiK cs aie still being made to ihe ])rogram 
hv customers in iIk- slore. TIk^ vehicle used b\ Bcnn's Sport- 
ing Coods was, a|)propriately, a weekly fishing |)rograiii. 
lAjiosure, however, was limited to one 60-second partiei|ja- 
lioii |)cr week over a l.'i-week period. (]ost : .^9!) per week. 

W TV, SynuM.t. PI{()(;K\M: Participalion- 



FLOUR MILL 

SPONSOR: .Martha White .Mills AGENCY: Noijle-Dury 

Capsule case history: Some 1,000 pieces of volunteer 
mail were received by WSAZ-IA^ after the debut of the 
s|joiisor's first half-hour program. After a year s s|)onsor- 
ship, Martha White Mills gives most of the credit to the sta- 
tion for attracting a number of new wholesale accounts. 
This in turn encouraged the mill officials to ex])aud. Since 
I hen the president of the company states that his over-all 
(lour business in West \ irginia has increased ov er 500% 
vvliih; the cake mix increa.se has been over I.OOO^c. Orig- 
inally, a small schedule of tv aiinoiinceiiients was chosen 
after a survey of the W^est N'^irginia market. Xoble-Dury & 
Associates, agency for the mills, made calls on wholesale 
distributors, retailers and consumers door-to-door before 
dceidiiig to use the medium. Most of the distribution at 
that lime was through wholesale accounts on the fringe of 
llie 1 limlington-C^harleslon area. After an increase in sales 
from wholesale accounts, the announcement schedule was 
replaced bv the "Flail & Seruggs Sliov\."' Sponsor has iiov\ 
reiiev\ed at a cost of $15,141 for a straight 52 weeks. 

\\s \Z-T\, llimtiii(;ton. W. Va. PROGI{AM: Flatt & Scruggs Show 
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SOUTHER 
CALIFORNIA 
LOOK 



It's a whirl of glamour, It's a world on wheels, It's millions of lasting 
a gold -lit wine brocade the second biggest U. S. impressions, made on big- 
sheath sheltered by its auto-assembly center and earning, big- spending 
own coat, designed in America's leader last year Southern Californians by 
California by Don Loper. in automotive sales. advertisers who use 



KRCA 4 

NBC TELEVISION LEADERSHIP STATION IN LOS ANGELES SOLD BY 



SPOT SALES 




RATINGS: TOP 



Past- 
rank 



1 
2 
3 
9 
5 



10 
6 



Top 10 shows in 10 or more morkets 
Period 4-10 September 1956 

TITLE. SYNDICATOR. PRODUCER. SHOW TYPE 



Highway Patrol (M) 

Zt V 

Man Called X (A) 

Z I V 

I Led Three Lives (M) 

7 t V 

Celebrity Playhouse (D) 



SCRECN GEh 



Badge 714 (M) 

NBC FtLM. DR^kGNET PROD. 

Amos 'n' Andy (C) 

CBS F I t_ M 

Man Behind The Badge (M) 

MCA. BERNARD PROCKTER 

Count of Monte Cristo (A) 

TPA 

Science Fiction Theater (SF) 

Zl V 

Dr. Hudson's Secret Journal (D) 



MCA. AUTHORS PLAYHOUSE 



Average 
ratings 



17.9 

17.8 

17.3 

15.5 

15.4 

15.3 

14.9 

14.1 

13.6 

13.5 



7STATI0N 
MARKETS 



8.1 18.2 



wpix 
!i:ill|im 



kitv 
9:uni)ni 

6.0 

khj-tv 
7 :00pni 



2.0 13.2 



wplx 
'<:3(ipm 



kitv 
s-.3(ipni 

10.3 

knxt 
in:00pm 



7.1 11.8 



HP IX 

X-.;«lpin 



kttv 
7 iSOpm 



5.5 9.3 



webs - tv 
H ::!Uam 



knxt 
in:30|ini 



5.2 8.7 



WI>1X 

N:nni)m 



kttv 
7 :30pm 

6.9 

kttv 
6 ;00pm 



6.2 16.7 



wrca-tv 
7 :nnpiii 



kttv 
s-.OOpin 



3.3 11.8 



wtux 
lOinnprn 



kttv 
!):n(lpin 



5STA 
MARKET 



S. Fran. 



10.4 

kran- tv 
tj :30t)ni 

8.7 

kron- tv 
0 :30|)ni 



19.0 

9 :nnprn 



13.5 

kron- tv 
7:00pin 



4STATI0N MARKETS 
Boston Chicago Detroit Milw 



S«attlt- 

Mnpls. Phlla. Tacoma 



12.9 26.0 13.2 13.7 10.0 15.6 13.0 



wlikli 
9 iOflpm 



wjbk-tv wttnj-tv 
9:30pm 10:30pm 



wmi-tv vvpau-tv koina-tv 
in:onpni 7:3()|)ni 7:0npra 



wtop-tv 
7 :30pni 



23.5 7.0 14.2 



wbz-tv wcn-tv 
in:30piii 9:3npm 



Mjbk-lv 
10:00pm 



6.7 

wmal- 1\ 
S :30pm 



28.4 12.7 16.9 17.2 



wnar-tv wirn-tv 
S :30pm 9:30pm 



wjhk-tv \vtnij-(v 
9:30pm 9:0npin 



12.5 18.8 

wcait-tv ktnt-tv 
7:0npm 9:nnpm 



15.4 

kslp-lv 
S ;!Opm 



18.4 14.0 



kimo- tv 
.>i:nnpm 



wtop-tv 
10 :30pm 



14.4 15.4 14.3 



10.4 10.5 22.7 9.5 



vvnac- tv wen- tv 
0 :30prn :00pm 



18.2 4.9 



wwj-tv 
10:00pm 

13.2 

wwj-tv 
10:00pni 



kstp-tv wcau-tv kinff-tv 
10:30pm 7 :0()pm 9 -30pnl 



wttg 
7 :00pm 



8.7 

wtoti- tv 
5:30pra 



wnar-tv « blnn tv 
10:30pm 11:30pm 



14.4 

kslp- IV 
9 :30pin 



14.8 

kinc- tv 
10:0ai)m 



7.9 7.5 6.9 



cklw-tv wxix 
C :00pm 10:30pm 



kstp. tv 
4 :30pm 



8.4 

wtop-tv 
6:30pm 



10.5 12.4 9.3 



8.5 14.2 9.0 13.6 8.7 



whz-tv whbm-tv 
6:4.'ipm 10:30pm 



wxzy wtmj-tv 
9:30pm 10:30pm 



kmem wfll tv kInK-tv 
s:30|nn 10:30pm 9:30pm 



wmal-tv 
C:00pra 



14.2 14.0 19.5 17.0 6.9 17.6 7.4 



wnbo 
10:0flpm 



wwj-tv wtinj-tv 
10:00pm 7:00pra 



wcro-tv wTCv-tv kinc-tv 
7:00pm 700 :pm .s :00pm 



wmal- 1\ 

6:30pm 



3.STATI0N 



Bal 



13.5 

wasa-tv wBiar- 
10:00pm ll:(ij| 



13.2 s.r 

waca-tv wbal 
10 :00pin 10 .!« 



18.0 8. 

«-sh-tv whal- 
9 ■30pm 7:0"[i 



1 2.7 7.; 

Hsh-tv wbal 
2:o0pm 10.-£iH 



13.5 

w-sb-tv 
2:30pm 



17.9 8. 

w-aKa-iv wbal 
9:30pm 10:.10i 



10.7 

w5b-tT 

10:30pm 



Past- 
rank 



Top 10 shows in 4 to 9 morkets 



4 
9 
5 



Life of Riley (C) 

NBC FILM 

Doug. Fairbanks Presents (D) 

ABC 

Ellcry Queen (M) 

T PA 

Big Playback (S) 

SCREEN GEMS 

Crosscurrent (M) 

OFFICtAL FtLMS 

Code 3 (M) 

ABC FILM 

Stage 7 (D) 

TPA 

I Search For Adventure (A) 

Cf-O BAGNALl 

Patti Page (Mu) 

OLDRMODt Lr 

Rosemary Clooney (Mu) 



20.6 

16.2 

15.1 

14.8 

14.5 

14.3 

13.9 

13.0 

12.7 

12.7 





18.1 








kttv 

.s :3npm 






14.2 


8.8 






urra-tv 
10:30prn 


krra 
10:3()pni 






3.9 








wplx 
l(l::)Opm 








2.0 


9.3 




16.3 


uplx 
7 :30pm 


khj-tv 
4:l.''ipm 




wbz - IV 
10:l.-M<m 




8.2 








knxt 
5 :O0prn 








14.8 


1 1.4 






kllv 
9 :30prii 


kron tv 
10:30pni 




3.2 




16.4 


10.2 


wplx 
s :nopin 




kron- IV 
S :3(lpm 


«b/. tv 
7 :00prii 


1.9 


10.3 


18.9 




wp I V 

7 :iOpm 


kcop tv 
7 :00pm 


kpli 
7 .30|)in 




4.0 






10.5 


wrils tv 
\-ivm 


7.4 

kitv 
fl oniirn 


15.4 

kplx 
9 nOprir 


wtiar tv 
7 :l.*)i)rii 



14.7 28.2 



6.7 

wbkb 
10:00pm 



w-xli 
7:00pm 

19.5 

w-ttiij tv 
< :30pm 



kstn-t» 
S :30pni 



21.4 

klns-tv 
7 :30pm 



10.9 

wrau-tv 
10:30pni 



13.9 

wjbk tv 
10:00pm 



6.5 

w-rc 
:00pm 



22.9 

w-pco- tv 
.'• -Siipm 



9.0 

WXVZ 

9:00pm 



1 1.5 

w-tinj-tv 
9 :;iOpm 



14.3 

w-lrn-tv 
9 :30pm 



18.1 

klnR tv 
1(1 00pm 



23.7 

klnctv 
7 :;iOpm 



7.7 

wlinj-lv 
10 :l.'ipm 



11.0 

wrt*o-tv 
9 nopm 



1 1.7 

wsb-lv 
10:00piii 



8.9 

w-|w-.\ 
7:30pm 



9.2 

w-sh - tv 
7 :30|im 



8.9 

waRa- (V 
10 :nnpra 



t.-t> t<-r\ Mm I ti 
, I,, 

bii I ■ 1 i:l I ■ I .1 
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than top 10. Classlflratlon as to number of stations In 
i Pulse's OMTi. Pulse determines number by measurtnK wblrb stal Ions 
Illy received by homes In tbe metropolitan area of a clven market 
JRh station Itself may be outside metropolitan area of the market. 



TV ADVERTISERS: 





YOU ARE 

NOT COVERING 
SOUTH BEND- 
INDIANA'S 2nd 



MARKET-UNLESS 
YOU ARE USING 

WSBT-TV ! 




i 



Here's reol proof of WSBT-TV's dominonce of the South 
Bend Morket: During the recent politico! conventions 
76.9% of the television viewers here wotched WSBT-TV. 
The next closest loco! stotion hod only o 31.1% oudi- 
ence. No Chicogo stotion reoched more thon 2.3% — 
No Michigon stotion reoched even 1%!* 

South Bend is one of the Notion's richest morkets— No. 1 
in the U. S. in incomes of $4,000 to $6,999- No. 2 in 
incomes of $7,000 to $9,999 — No. 17 in incomes over 
$10,000. (Soles Monogement, November 10, 1956). 

Write for free morket doto book. 

Survey by independent interviewers of I J 94 South Bend and Mishowako 
homes— covering oil doys of both notionol politicol conventions. 



PAUL H. RAYMER CO., INC., NATIONAL REPRESENTATIVES 



WSBT 



TV 



CBS... A CBS BASIC OPTIONAL STATION 



SOUTH 
BEND, 
I N D. 

CHANNEL 

34 



Drdnr Ycur 
Copy 
Today! 




FACTS. . . every 
Advertiser Needs 

• You can (k-peiul (in the 1956 
STANDARD ADVERTISING 
RKGlSTEIi togiveyou thefactsyou 
need fast ! Bigger than ever, more 
comprehensive — STANDARD 
lists 15.000 advertisers, over 70.000 
executives — 18,000 brand names! 
Gives media used, advertising 
budget, type of distribution — 
everything you need to analyze 
eonijjetition sell for profit! 
Act now! Droj) us a line on your 
letterhead and we'll send complete 
information by return mail. 



The Register Contains 




• The Jdverliser, • 


Advertising Agency 


Address, 


Handling Account 


Capilalization • 


Account Eiecutives 


• Products »ilh • 


Advertising Media 


Trade Names 


Used 


• Corporate Eiecutlves • 


Advertising 


• Adverlising Manager 


Appropriations 


• Sales Manager • 


Character, Eitent 


• Printing Buyer 


of Distribution 




The AGENCY LIST 

Standard source of informa- 
tion an over 3,000 U. S. and 
Canadian advertising agen- 
cies with data an their re«og- 
9 nition, personnel, and aver 
■\ 30,000 clients. Issued three 
\\times a year — the AGENCY 
l.-^\llST is pari af STANDARD'S 
\ cample te service ar may be 
purchased separately. 

^^^^^^^ calared illus- 

trotod baaklet giving full in- 
farmotian abaut the STAND 
ARD ADVERTISING REGISTER 
and Supplementary Services. 
It j yaurs far the asking. 



I 



I 



4 



I 



V a 
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Norman E. (Pete) Cash has lieeii named 
pi esirl(>nt of the 1Vle\ ision Huvcau of Ad- 
\oi tisin<; to i^urrced ()H\cr Trcyz. new \ ice 
pi'c.eidrnt in rliargc of tlir. AHC television 
network. Cash was second in connnand to 
Trew. at T\l>. having heeii head of client 
lelations, a post which coxrrcd oxerseeing 
the T\ I! sales force as well as the memhcr 
solicitation and scnvice activities. Tie has 
he(Mi with the 1 \ H since its inception, his appointment coming a few 
weeks after that of Tre\z. Like I fc)/, he came from y\BC, lia\'ing 
heen eastern sales manager of AHC Radio. Cash was station relations 
director of \1)C", later hecaine general sales manager of Croslev 
Hi'oadeasting and then went to the \mcrican Uroadcasting web. 



Ray J. Mauer has heen ajjijointed assist- 
ant creatix e din^ctor and a \ ice-president 
of Ce) er i\d\ ei tising, Inc.. in one of three 
major e\ecuti\c changes announced 1)\ the 
agencN. Lee A. Emmerich was appointed 
to the new position of tv-radio pro(hiction 
manager with "administratix e rcsponsihil- 
it\ for all commercial production aetixi- 
ties. ' In addition Donald W. McC^uiim. 
t\-radio husiness manag(M\ will tak(^ on responsihilitv for all busi- 
ness and tralTie actixities comiected with his department. Mauer 
joined (/e\ er as director of its tv-radio depai tment in Pre- 
\ iousl) he w as a l\'-radio director, w riter and producer with Cun- 
lu'ngham and W^alsh and with BBDO in a similar capacity. His first 
joh was as a top\ \\ t iter w ith the Campbell-ICwald /\gonc\ in Chicago. 



Claude Barrere's appointment as execu- 
tive dir(>cl()r of the Kadio and Television 
Lxecutixcs" Societv becomes elTcctive 1 \o- 
vend)er. according to an announcement by 
^^ocicty pr(>si(lent Koherl .1. Uurton. l>ar- 
rere. who is one of the few life members 
in the Society, has been secretary of the 
HTES since its formation in 1952. Barrere 
has been in broadcasting since 1910 when, 
alter 1.) )ears in trax'el agenc) and steamship work, he joined NHC 
as a I'lcnch language annoimcci' in the International (short wave) 
l)i\ision. Most rec(!ntl\ Barrere wa- with BMI as eastern dir(^ctor 
of telex ision. concentrating on matters pertaining to music in t\' 
films. Hcfoie joiin'ng BMI Barrcic lan his own business in sales and 
|)id)nc relations for packagers, after a \car with \\'lv\l'\ \. Y. 
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NATIONAL REGISTER PUBLISHING CO., INC. 
147 Wtit 42ntf St. 333 N. Mlphltsn Avi. 

wiwvirtut, H. y. chicno:!, niinoit 



Channel 2 



runs rmi$ around,.. 

^ Af 

the UhH of y4/dlA an^^^i^fzey! 



IRON MT. 



ecooec c DAVIS 



ANTtCO 






MENOMINEE 







0.05 mv/m | 


■ 








MILWAUKEE 



... and nearly a million people 
live within that ''B'' ring! 



Yep^Bigget'n B^ltimte! 




2 m' 

100.000 
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"SHEENA" 
FIRST WITH 
AUDIENCES 
IN 80% OF 
MARKETS 
RATED 



Highest in sales opportunities tor 
sponsors, the highest rated show in its 
time segment in most markets against 
local and network competition. 

Atlanta: 53.9% share of audience; 

Chattanooga: 63.5% share,- 

Cleveland: 58.3% share; 

Columbus: 45.6%' share; 

Los Angeles: 32.8% share; 

Memphis: 45.9% share; 

Phoenix: 36.7% share 
For rating and sales success stories on 
SHEENA, QUEEN OF THE JUNGLE, 

Source: ARB, June, 1956 

V^rite, wire, phone 

ABC FILM SYNDICATION, INC. 

10 East 44th Street 
New York City 

oxford 7-5880 




SPONSOR ASKS 

I ( onlinueil from pape 57i) 

all tlii> lia\e to do with hox-top ofT(Ms? 
Just lh\>^: Advertisers soon disrovered 
that this new mediuni was ideally 
suited a> a \elii(de for their >alc> pro- 
motional aetivities, and as a result, 
hox-top oilers reached a new high in 
the indnstr\. However, radio did not 
!-np[)lant print media: instead, it sup- 
plemented them. W itli the advent of 
t\. this situation was. in great part, 
re\ ersed. 

Telev ision'^ rapid rise lo prominence 
as an advertising and entertainment 
medium definitely affected radio's 
standing with lieavv users of premi- 
ums. Here was a medium that com- 
hined sight and sound— -a medium that 
not onl\ dcscrihed the jjroduct. hut 
demonstrated it as well, in the quiet 
snrroundings of the livin<r room. W hat 



more eonld an advertiser s 



ee 



Th 



IS 



phenomenal newcomer to the media 
])ieture proved a terrific stimulus to 
l>ox-toj) offers. 

The past .-several \cars have seen 
records hrokcn as fast a'^ thcv were 
made in the jjvemiuni industrv. 

W hile it has gencralK suffered in 
the eves of advertisers as a jnedium 
for effective j)remium merchandising, 
radio can hv no means he dismissed 
as an iiielTectivc selling tool. True, it 
no longer can boast of the exclusive 
part it plavs in our daily lives, and 
has hcen relegated to a supporting 
role. However, it has ta':eii to this new' 
role with amazing alacritv and has 
supplemented t\ much in the manner it 
did jjrint media. 

1 helieve that in this sense it has 
proved its effectiveness in premium 
merchandising and will continue to do 
so in the future. 



Milton Cuttenplan, r.p. ami arcouni 
iiroiij) supervisor, Ernil \lof;iil. \cic York 

^ On-the-air premium offers are still 
cITective. hut oid\ if the\ adhere to 
ceitain (jnnlificnt ions. 

h'iist and foremost. 1 think that the 
premium should spring n.itnralh from 
the j)r()duct and ser\(' as a continuing 
stin nlant of additional product use. 
l"or example, for the Kou/.oni Maca- 
roni (]ompan\. we offer tli(> " lalisman 
Italian (look Hook.' a j^.'.OO value, fm' 
one dollar. This offer, which is suc- 
( e^^-fnl from evcrx meichandising 
point of view. Iia'^ everv eleineni that 1 



have found to he necessary for maxi- 
mum effectiveness in the use of premi- 
ums. 

It has both an immediate and an 
ultimate impact. Its innnediate impact 
is in its usefulness as a cook book and 
in the fact that it is a bargain. 

Its ultimate impact is even more im- 
portant, because it continues to do its 
job day in and da\ out while it is in 
the hou>ev\ife's possession. The book, 
with a special IG-page insert illustrat- 
ing the various macaroni shapes and 
a preface written by the president of 
the Konzoni companv . extends its as- 
sociation with the product by selling 
everv time it is used. 

1 like this kind of premium because 
it moves well in any medium. 1 like 
premiums that associate themselves 
with the product, or that call for refills 
of the sponsor's product. 

I like the kind of premium that 




"/ like prciniiiins 
that call for 
a refill" 



never ^tops scdling because — let's face 
it there is realh no such thins; as a 
"self-liquidating" premium. It is true 
that the premium's price to the adver- 
tiser mav be within the selling jjrice. 
Ihe latter mav be even high enough 
[o cover handling and postage. But I 
don't know of any self-licpiidatiug 
premiums thai cover the cost of adver 
tising and of point-of-purcluise promo- 
tion. And if ibis extra co^t is lo be 
met. an initial imj)act is not enough. 
The premium has to keep !-elling for 
\ ou. to be worth its real cost. 

1 believe, also, that a premium nm-t 
be sold properl) according to the 
media available. After all. it's really 
the premium vou're selling — not the 
product. And it is the application of 
a particular medium s selling j)rincijjles 
that iiiiluences the effectiveness of the 
premium program. 

\re premium offers effective? Onl\ 
if thev bestir the customer to take ad- 
vantage of them, and then foUovs' 
thr(Migh bv creating a continuous need 
or desire for the sponsor's ])roduct. I 
think when th(>se elements arc there, 
picmiums are good business. ^ 
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Chicago, 
Chicago, 
Tliat Pctroleutn l\)iv)i— 
One of the Top 

Refining Centers 
m the World! 




. . . AND 

CLARK SUPER 100 GASOLINE 
SELLS CHICAGO 
WITH WMAQ'S JIM MILLS 



JIM MILLS piodiHcs llic kind of < ustoiiici response 
l!i;u icmIIv lakes liis spoiisois places. .Small wonder 
thai one of liis sponsors, Clark Super 100 (iasoline, 
lias heconie tlie hirj^est sellini^ independent gasoline 
in (lie entire Middle West! 

I u iieeaeh da\ , Monday throngh l'rida\ ( 1 :0()- 1 :,"),") pni; 
4:00-1:30 pni), Jim eiitei tains, and sells to, nnllions 
of (Chicago liomeinakers. His lorninl;i: popidai nnisic, 
liinnoioiis eonniient, and lirisiiasi^'c heUcvability. 

'Lire products he sells: e\eiuhini; from beer to l)al)\- 
food, from tobacco to toiletries, inclndin;^, besides 
(;iark Super 100 Gasoline, such national ad\ertisers 

WMA<a 




as Hengav, Blue Bonnet NLirgarine, (ailifornia 
Primes, C'.lie\volet, t'.ontadina loinato r;iste. Fox 
Head 100 Beer, (;erl)er"s Kab\ Food, Hit I'arade 
Cigarettes, Lipton Soup, Q''-'^''^' Oats, Ralston 
I'mina. Sliiiiola, and \'im \ egetable Juice . . . 
at nil iiiilncssivcly low 26it-per-thousaucl-listcucrsl 

I'ollow the leaders, like Claik Super 100 Gasoline, 
who really know the Chic;igo maiketl Contact NBC 
Spoi Sales, and get extra mileage for yotn adsei tising 
dolhiis on the |I.M .MILLS S110\V! In New ^ork, 
call your NBC Spot Sales Representati\ e for a 
Radio-IMionic Spot Bu)ing audition by telephone. 



Radio Uiitifnhip slalion in Chicago SOLD RY 



SPOT SALES 
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in sales results is yours in the Prosperous Piedmont section 
of North Carolina and Virginia with WFMY-TV. Blaze away 
to glory . . . and increased profits too ... by calling your H-R-P 

man today for full information on this top TV market of the 
nation, completely covered only by WFMY-TV. 

50 Prosperous Counties • 2 Million Population 
$2.5 Billion Market • $1.9 Billion Retail Sales 




ujfmu-tv 





WFMY-TV Pied Piper of the Piedmont 
"F ril with LIVE TV in the Corolinos" 



GREENSBORO, N. C. 

Repreienfed fcy 

Harrington, Righter & Parsons, Inc. 
New York — Chicogo — Son Francisco — Atlonto 



Basic 




Since 1949 
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WSAU-TV 

WAUSAU, WIS. ^ 
CHANNEL/ 



Gives North Central Wis 



/ 




192T 
above 
sea level 

539,700 
population 

153,680 homes 



Represented by 
MEEKER TV 
New York, Chi , Loj 
y Angeles, Son Fron. 
\ HARRY HYETT 
\Minn - SI Poul 



Midland Coop's 
shot in the arm 
cost them only $1.30 
per thousand viewers, 




STOCKHOLDERS: 
Newspapers: 

Wausau Daily Record Herald 
Marshfield News Herald 
Wis. Rapids Daily Tribune 
Merrill Daily Herald 
Rhinelander Daily News 
Antigo Daily Journal 

Radio Stations: 
WSAU-WFHR-WATK 

OWNED AND OPERATED BY 

WISCONSIN VALLEY TELEVISION CORP. 
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Reps 




''look beyond ratings' 



Bill Tilcnius, John HInii ^\ Cm.. \e\\ \ uik. >a)> tin- follouing ques- 
tion i> tlic oiu' adnicii ask him most often: "How can I make the 
most t'lFicicnt use of the spot radio medium?" His ad\ ice to them 
is fourfold. '"Kirst," sa>s IJiii, "take advantage of spot radio's \o\s- 
fo>l saturation plans to aciiie\e maximum repetition and market 
penetration. Ford. Tetlc) Tea. Slcn- 
derella and others recognize thai spot 
radio makes saturation economically 
possihle in modern campaign plan- 
ning." Secondly, he suggests strong 
local personality programs and, fur ra- 
dio especially, the (hnelopment of im- 
aginati\c copy and catchy jingles to 
dramatize an outstandingly good sale* 
message. I'all Mall, Pepsodent, United 
Truil are three firms that apply this 
principle. Third on Bill's list: "Take 
aihantage of distineti\e nighttime pro- 
graming on (juality regional reach stations. Ad^ertisers like General 
xMills and Thomas Leenu'ng achieve depth covei-age of market center 
and penetration of the Centrid-South market at amazingly low cost. 
And, finally," he tells huyers: "Look beyond fluctuating ratings for 
qualitative evidence of sales eflectivcncss and the station s influence." 



Stuart Kelly, Paul H. Kaynier Co., Inc.. New York, agrees with 
timebuyers who say that station representatives today must gear 
thcni.sehes toward accepting greater responsibilities on behalf of 
their stations. Says Stu, "We no longer enjoy the gold rush days 
ulien sponsors stood in line to get on tv stations and because of 

expanding set saturation stations could 

5^^^^^^^^B rai^^e rates indiseriminatclv. There are 
I^^^^^^^B stations and the\'re more expen- 

^^^^^^H si\'e toda). Buyers are more diserim- 
^^I^^PI inating and demand information, facts, 
^ H^H^S figures."' He feels hu\ ers should ask 
^i^^^HI ''<^P'^ ^'^^ ^^^^^ in-depth and that reps in 
.^^^J^^^H turn should explain to stations ^vhat 
jj^^^^l material is necessary. "For example.' 
mL ^^^^^^ '^(^ ^3)^; "rate increases nuist be doen- 
^^^^^^U niented with figures sho\\ing increa.sed 
"gold rush gone'' sets, increased audience or some other 

\alid reason for higher rate>. The 
uhole compctiti\e problem becomes sharper e\ crj da\ . " Stu Kelly 
also feels that with increased interest in reeeutlv-relcased feature 
film packages, advertisers and agencies uant to know more than 
just rating and cost of slots in features. Thev want audience com- 
position, flow, connncrcial content allo\\anee and other factors. 
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"If we're going to have any kind of living together^ 
we must have some sort of an understanding..," 



■^Fhis is a boy from Boston, talking to a lady named Helen 
Parkhurst about racial [)rejudice. 

The same Helen i'arkhurst asked youngsters in Portland, 
Ore., about military service. One said, "It isn't actually fear 
that bothers you . . . it's you don't know when you're going 
or where.'' 

Sometimes teenagers are more direct than the great 
masters . . . hke the one who said about art, "I put the 
feeling inside me in my hands." 

Young i^eople's feelings about themselves . . . their prob- 
lems . . . their futures in the wonderful world around them . . . 
that's the heart of "Growing Pains," a new documentary radio 
series produced by Westinghouse Broadcasting Company. 

Helen Parkhurst, famous child psychologist, is the spark 
who lights the youngsters' imaginations, the magnet who 
draws out their deepest feelings. The result: a new under- 
standing for parents . . . for everyone ... of the powerful 
stirrings in our young people. 

This new series by WBC, with Helen Parkhurst, is only 
one in a growing list of outstanding WBC public service 
programs — programs like "Of Many Things," "The 
Big R," "How Shall We Learn?" This kind of program- 
ming is emphasized by WBC because we believe that 
broadcasting is most effective on stations which have earned 
the respect and confidence of the communities they serve. 

"Growing Pains" is produced exclusively for the 
WBC stations, but is already being broadcast on a 
number of educational radio stations. We 
shall be hapjjy to make it available to 
others. Call Richard Pack, WBC Vice Presi- 
dent in charge of Programming, at MUrray 
HiU 7-0808, New York. 




Support the Ad Council Campai^ 




87 million people in Hometown and Rural America 

spend their money for every nationally advertised 
product on the American scene. The inside track 
to this great market is through the Keystone 
Broadcasting System.. . 900 radio stations 
strategically located throughout this vast area 
to give advertisers maximum coverage of 
one of America's most potent audiences! 

Send for our new stati 



CHICAGO LOS ANGELES 

111 W Wjihirelon SI STil« 2-WOO 3K2 Wilihire Blvd.. OUnkirk 3 MIO 

NEW TOPK SAN fBANCISCO 

580 Fillh A»frue Plan 7 KM 57 Poll Slretl, SUIIer I 74<0 

• TAKE TOUR • MORE tOB TOUR • ONE ORDER DOES 

CHOICE. A hjrdlul ol DOLLAR. No pifmium THE JOB. All bookkffp 

slihoni 01 Ihe rflwoik coil lor mdividutliKd pro in£ jnd dfliili jrf donf 

J mirulf or 1 lull hour |f>mmirn Ntl»ork cov by KtVSTONt. yrf Ihe 

il 1 up lo you your frjjf lor Im Ihjn lomt bfsl lime jnd pljce tit 

nff dl ipol' com. chosfri lor you 




1946-56, a dynamic decade, 
was sponsor's first. The following 
65 pages capsule these 10 
terrific years of industry 
and SPONSOR progress 



TENTH ANNIVERSARY SECTION 

THIS WE FIGHT FOR: The record on cariipaigiis sponsor 
has waged for industry causes, 1946-56 Page 100 

DECADE OF REVOLUTION: A highlight rejwrt on events in 
the industry's most dynamic decade Page 104 

INDUSTRY REACTIONS: The thoughts of air media leaders 
summing up sponsor's first 10 years Page 123 

PORTFOLIO OF SPONSOR'S FIRST ADVERTISERS: Their 
ads reflect vastly changed conditions - Page 147 
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THIS WE FIGHT FOR 



"111 our opinion, tlie proper role of a hade paper is not only to inform, bnt to actively lead the way. 
SPONSOR has built on this concept and its unusual growth is in good measure due to the needs it has seen, the 
causes it has esijoused.'' This is the way we expressed our editorial j)hilo>ophy four years ago when we pub- 
lished a list of the industry improveineuts to which we had dedicated ourselves. We headed our editorial plat- 
form '"This we fight for." Now, on its tenth anniversary, si^oxsou >ets forth the record on some of the dozens 
of campaigns we have conducted over the past decade. W e are proud of the record but not >ati.^fied. In cheek- 
ing the issues of the pa^t 10 years, on which the report below i> ba^-ed. we found iiiucli had been accomplished 
but much more that needed doing. It's to the niore-that-needs-doing that we dedicate our new weekly operation. 



STATUS TODAY 



No more liiatii»^: Though man\ cli- 
cnls slill lei up pressure in summer, 
trend to 52-\veek use of air is well 
establislietl. \et tv entled hiatus this 
\ear with cconoinict; a major factor. 

KAB is spearhead of radio come- 
back: iNow oi)craling on SoOO.OUO 
budget, RAB has become strong cen- 
tral voice for radio, is credited hv 
many broadcasters with having led 
them back to sound economic footing. 
Many profitable radio campaigns owe 
their genesis to counsel provided by 
the hard-working staff of the UAB. 

The name never caiiglit on: It 

was with considerable reluctance thai 
SPONSOR admitted in Noxcinber 1949 
that it had not succeeded in establish- 
ing the new name. To this day. how- 
ever, in Canada, '"seleclive" is used. 
The term, incidentally, was first sug- 
gested to SPONSOR by Paul H. Rayiner. 



» KICKOFF 



CAMPAIGN 



Eliminating Miiiiiiier hiatus: sponsor reasoned ad\er- 
JunC tisers were losing sales ojjportunilies througli hiatus think- 

ing. Editorials in 1947 and 194o were followed with scries 
1347 of annual Summer Selling sections throwing light on suni- 

inerlinie audience, marketing facts, and summer programing. 



August 
1947 



Create strong BAB: sponsor felt advertisers would not 
get fullest apj)reeiati()n of radio if there was no one source 
in position to do all-industr\ selling job. Starling four 
)ears before Broadcast Advertising Bureau (now Radio 
Advertising Bureau) was exentually set uj) as independent 
body, SPONSOR urged industry repeatedly to tell its story to 
advertisers, sponsor warned that radio would suffer lasting 
decline unless a BAB was formed, sponsor's constant 
editorial prodding helped to bring BAB into existence. 



A belter name for spot: Too many admen felt "spot"' 
as a medium was synonymous with one-minute "s|)ots.' 
A|jo-|jct overlooking fact that uses of national spot included jjur- 
chase of local programs and parlici|)alions — as well as an- 
1948 nouncements between programs, sponsor fell a clearer 

name for spot would go far toward broadening advertiser 
thinking. A contest was run and the name "selective"' was 
chosen. Most of trade papers agreed lo use new name. 



February 
1949 



Keep BMB alive: sponsor fell advertisers were entitled 
to coverage data on air media, editorialized for retention 
of the industry-supported Broadcast Measurement Bureau. 



BMB died: Broadcaster dissension 
ended BMB. leaving coverage field to 
the private measurement services. 



Please turn page 
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THIS WE FIGHT FOR continued 



KICKOFF 



CAMPAIGN 



STATUS TODAY 



l'«»r iiicjiMirtMiit'iit <»!' (Mil-ol'-lioiiit' radio listcniiiji : 

Juno With articles and editorials, SPONSOR since 1949 has cam- 

paigned repc^aledh for measurement of the '43ig Plus" and 

1343 recognition for ont-of-home's importance. SPONSOR eon- 

tended radio had engaged in a gigantic giveaway h) failing 
to count a major segment of its listening audience. 



Hallio iirarly won: Few advertisers 
today plan spot radio campaigns with- 
out recognition of the ont-of-home 
audience, particularly in cars. Pulse 
and Nielsen measure ont-of-home but 
much listening still goes uncounted. 



July "Let's sell optimism": With recession talk in the wind, 

SPON.SOR urged stations to tell the story of America's funda- 
Xi3*^i3 mental economic strength with on-air announcements. 



Idea eaujilil on: Many stations, no- 
tably mendiers of Tennessee Associ- 
ation of Broadcasters, pitched in. 



October 
1343 



"The forjiotlen 15 milh'on": sponsor's continuing cam- 
paign to sliow ad\ertisers how to get the most out of iSegro 
radio began at a time when few on the national le\el were 
aware of medium. There were then 100 radio stations 
in the V. S. programing to rc^ach the jNegro audience. 



iNejiro radio lias spurted up: To- 
day there are over 700 stations wdiicli 
program to Negroes. " Many national, 
regional clients use medium. But e\ en 
greater growth still lies in the future. 



November 
1343 



SlaliM-e for tinielmv crs : With articles like "Your 
tiniehnyer can contribute more.'" SPONSOR year after 
\ear pointed out the increasingly important role of the 
timebu\er; how he coidd help make lele\ ision and 
radio acherlising more efTeetive for his client. 



Silnation has changed: Today stat- 
ure of buyers has grown at most agen- 
cics, particularly with trend toward 
all-media buying and creation of asso- 
ciate media directors in many^ shops. 



December 
1343 



Hadi(» is getling; bigger: At a time when many had 
wiilten radio ofT as d\ ing - including many broadcasters — 
SPONSOR repeatedly pointed to radio's strengths. Mow^ was 
radio getting bigger? In terms of multiple sets in the home 
and the great growth in car and portable radios. This, 
SPONSOR maintained, gave evidence of radio's vitality; and 
the growth in sets and listening b) individuals helped to 
balance losses then shown b)" the rating services. It was 
sponsor's belief that the rating semces were undermining 
radio b\ their failure to measure listening to all sets. 



Kadio's growth continues: Over 
14 million sets were sold last year and 
this year spot radio billings are head- 
ed for a new record, sponsor still 
believes radio listening is incomplete- 
ly reflected by ratings and today 
there's growing awareness that the 
liest media yardstick is results. Reli- 
ance on ratings as be-all and end-all 
is dimlni>hing at the present time. 



September l-fls pm all media under the same inieroseope : 

SPONSOR held that radio was not alone to suffer tv inroads, 
that time spent with media ^vas truer yardstick than ratings. 



1350 



I luh'teruiined residl: Articles and 
subsequent editorials focussed atten- 
tion on time as a media \ ardstick. 



March 
1351 



The ratings muddU': Before and since we first Used the 
term "ratings muddle." sponsor foniilit for clear under- 
standing of (1) the diilercnces between ratings, (2) their 
proper uses and (3) their limitations. In a series of re- 
ports, si'ONsoR fought for higher ineasiircmcnl standards. 



Ifeiglilened awareness: Todav the 
ratings problem is widely discussed, 
often looscK. Researchers ha\ e bol- 
stered samples, sharpened their meth- 
ods, but more impro\'cment is vital. 



October 
1351 



The truth alxnil Hed ClKuiuels: sponsor set out to 
determiiK! how adc([ualel) Red Channels had been re- 
scarclietl. The conclusion: it was a thin job, not reliable. 



We won l'«dk awar<l: Long Island 
L ni\ersily award honors CBS news- 
man who died at Connnunist hands. 



December 
1351 



Heliev ahility : sponsor warned in 1931 that cigarette 
copy, with wildi) competing claims, could hurt belie\ ability 
of all a(l\ crlising. Later articles renewed the warning. 



Heller hulay: Cireus barking has 
declined in today's cop\-, e\ cn in long- 
offending cigarette achertising field. 
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STATUS TODAY 



June I{al«'-«':ir«l si'lling: si'ONSOK warned stations '"deals" 

luirt radio's stature and destroyed tlie l)uyer"s ronfidence 
i*'*'^ tliat he was gettinjr same price ever\oiie else paid for time. 



I'o«"iiss«mI o|)tiiioii: Many ha\e tak- 
en up cudgels for rate card standards; 
l)Ut "deals'" on lesser scale persist. 



February 
1953 



("ri'alioii of 'I'vB: In publicly setting forth its complete 
editorial platform, Sponsor stated one of its objectives 
was to seek creation of tv promotion bureau for industry. 



AcliieviMl: Coal si'ONsoK had sought 
was achieved with 1954 establishment 
of TvH, vigorous follow-through since. 



April 
1953 



AII-M«Mlia Evaluation Stiuly: In biggest project in trade 
paper history, SPONSOR sj)ent two years evaluating methods 
of media selection. Objective: to encourage scientific tecli- 
nitjues. Bl>DO's Ben Duffy called project "Encycloniedia." 



Xot y«'t siir*': Wide interest was 
stirred by project. But is meilia se- 
lection more scientific today? ITiat's 
subject we're studying, right now. 




VOLOME 1 NyMBER 1 



SPONSOR is the trade magazine for the 
man who foots the broadcast advertising 
bill. As such, its objective is to do a job 
for the sponsor. That job, as we see it, 
boils down to this: 

to give the sponsor what he needs to under- 
stand and effectively use broadcast adver- 
tising in all its forms — 

to sort out the four broadcast advertising 
mediums— AM, FM, TV, FAX— in their 
present-day perspective — 



to make every iine of editorial content vital 
and vivid to the sponsor — 

to look at broadcast advertising issues fairly, 
firmly, and constructively — 

to promote good broadcast advertising — 
advertising that is good for the sponsor and 
good for the listener. 



^ cnn 

PUBLISHER 



February 



Tv .«et count: sponsor's thesis was that advertisers are ITaltiug; jirogress : Two industry- 
entitled to eounty-by-county breakdown on tv sets from one backed ARF studies this year have 
^0^^ recognized industry source, should not have to depend on helped the situation, but the NAIITB 
station or trade magazine guesstimates for information. project is not )et olT the ground. 



October Making spot easi«'r to l>uy: sponsor for years had con- Partial victory: SR \. members 
tended advertisers would get fuller use from spot if it was agreed on standard availabilitv form 
1954 easier to buy. One suggestion: standard availability forms. in '.55 but nnich progress is still needed. 



July ^I'*** «l«»llar figures: This was a campaign SPO.NSOR has Hallle won in tv: With TvB report 

waged for years. But in July 1955 we gave it both barrels on spot tv starting last quarter '55, 
1999 and then followed up with articles and multiple editorials. next step is a spot radio counterpart. 



SPONSOR • 27 OCTOBER 1956 



103 



TOPS IN '46: I jilin^ \i<.-en lailio lop 
10 in 1916 ua'^ -Fibbei MH,tc aiul Molly." 
OtIuT ti J) >[di> were lloj)!'. Benny. Skcllon 





46 



SWITCHED: Kir~l of NBC star- to sign villi CBS in 
1918 talent raid «a> Jack Benny. Others who joined 
■"capital jiains parade" \vere Bergen, Amos 'n' Andy 



MR. TELEVISION: Vmong early Iv siar= 
was Milton Berle, who^e antics helped 
create hea\7 tv interest in the late iO's 




A DECADE OF TV ANl^I 



RADIO FIGHTS BACK: Impact of tv on radio networks in early 
50"s led to various network participation plans. Vmong tliein 
was NBC's "Tandem Plan," a three-show linenp that included 
"The Big Show" with Tallulali Baiikhead. Guest, Danny Kaye 



prol 
pad 
Con 

mi 



Jaiii-piu'krd willi (Icvrlopinriils, last 10 
vciirs saw hirlli of comniorrial video, 
rolor, dorliiH' and r<'l)irtli ol" radio, 
.slriij;j;liiij; I'm horn loo lalo, an alloca- 
tion dilemma, ju-olx's, prohrs, prolx's 








0- 




COVERAGE: Two coverage services coniix'tec! 
for liusiness in 1932, were (juiekly oiitdat<'(l by 
eiul of Iv freez(;, impact of tv on radio stations 



MERGER: Leonard (ioldenson headei! 
new AB-I'T, which nierped in 1953, 
brought competition into w(b tv picture 



UHF: End of freeze in 1952 broughi host 
of problems in intermixed markets. 
Above, difTereni home antenna^ for uhf 



^DIO REVOLUTION 




I lie dfcado cnfHn<r this year will 
probably set a lecorcl for being jam- 
packed with radio-lv developments. 
Condensed into this lO-year stretch 
were not one but a series of revolu- 
tionary trends which saw the paths of 
am, fni and tv cross and change direc- 
tion, each reacting on the other and 
each, in turn, being reacted on. 

The 1946-56 period may have set a 
pattern for television, possiblv into the 
21st Century. There was the birth of 
commercial tv. the approval of two 
video color s\ stems, the development 
of video tape, two allocation plans 
plus the groundwork for a third which 
will jirobably last many years and the 
growth of t\ ownership from almost 
nothing to three homes out of four. 

During this same period, am radio 
saw its biggest vears Cif not its best). 
In what was only a second by history's 
time clock, radio suffered displacement 
as a glamor medium, underwent a time 
of troubles, struggled to re-e\aluate it- 
self and emerged in a new garb that 



advertisers are onl\ beginning to ap- 
preciate. Fm radio also collided with 
tv and was the loser but is now tr\ ing 
to enlarge a beachhead carved out by 
the fascination with higli-fidelity 
sound. If fm's beginnings were not 
auspicious its future still holds prom- 
ise. 

The decade also witnessed an un- 
precedented climb in ad\ertising ex- 
penditures, a clind) that made radio's 
metamorphosis easier and speeded up 
tv's growth. The decade began primed 
with a huge bundle of unsaturated de- 
mands (and background fears of eco- 
nomic ups and downs) and ended in 
an aura of optimism, with a rapidly 
growing population, a long list of 
products that were not even a gleam 
in anybody's eye 10 years before and 
a widespread belief that the historical 
cycle of boom and doom can somehow 
be controlled. 

Some of the highlights of the years 
bracketed by SI'onsok's own historv as 
a magazine follow. 



1946: The year sponsok started 
marked the end of an era as well as the 
beginning of one. n he stain of de- 
pression and war was being washed 
out in 1946, though the transition 
from war to peace was marred by in- 
dustrial disputes. Ad\ertisers were 
busy salisf\ing consumer hungers af- 
ter the deprivations of the war vears. 
But they were also concerned with 
what would happen when this hunger 
was satisfied. Some economists were 
looking hack over their shoulders and 
recalling the "primary postwar depres- 
sion" in the early 20's after World 
War 1. Few guess(;d that in 10 years, 
the population would reach ncarl) 170 
nn'llion. 

Broadcasters were worried over the 
sharp increase in am stations and fear- 
ing a cut in a\erage revenue even if 
over-all radio ad expenditures went 
up. Interest in fm was approaching a 
peak. The FCC stood b\ its decision 
to put fm in the 8,'!- 1 08 me. band. The 
old band. 42-50 me., was still in use 
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REVOLUTION -onunun! 




HIGH COSTS: \etuork kle\i:-ii)irs risiii!? losts 
in recent years w(>rc symbolized l)y Sll million 
tliree-\ear deal in ]95.i between (iiea^on and Cuick 




SPECTACULARS: New exeiteni<'ni wa^ injeeted into network tv during 1954-55 
season by NBC TV spectaculars. Hetty Hulton starred in debut, "Satins & Spurs." 
\s exciting as spectaculars i^ debate among admen a> to their value to Iv clients 



lO years of use fulness 

^5i'()>.sOi{ \\ ;is horn u illi tlie ij^sue of NovcnibcM', T he first 

issue was a 76-pag(' book conlaiiiing a cfcdo sc'tliiio; down 
lislitM- rVoniiaii U. CFlnirrs aim to promolr good advertising an(] 
ser\e the advertiser. The credo also declared the intention to 
cover four '"broadcast advertising" media: am, fni, tv and fax (or 
facsimile, the broadcasting of signals to ])ioduce printed matter 
in the home) . 

Articles in that first i^stle foreshadowed the kind of approach 
used throughout SPON\s()i{'s history. There was an experience 
story on Rab-0, then siieiuling QO*;! of its budget on network 
radio. There was also a story on a j)rograiuing problem: \\'^ould 
He\nolds Tobacco Crnrul Ole Opry show keep its audience after 
the star, Ro\- Acuff. w as re])laccd l>y Red Folc\ ? 

The magazine ino\ ed (juicklv into the pattern which established 
its success. Its annual Fall Facts j)uldication made its debut dur- 
ing the first summer. Its feature articles were slanted to point 
up the use aspect to the ad\ertiser and agency. Farly in its career, 
SPONSOR recognized the im])ortant role of the timebu\er and 
turned out article after article calculated to keep the timebuyer s 
int(>resl and altenlion. 

I'robahly si'0,\soi{'s most iinjjortaiit (and most expensive) proj- 
ect was its \11-Media K\aluati(ui ^^tudy. containing 26 articles, 
uliich ran from 20 \])ril ]*)r>'A to 2c" .)rme I9.il.: the study was 
later priiit(;d in book form. The two-year project was widelj 
bail(;d as an original and useful effort to sohc some of the prctb- 
lems invohcd in media selection. 

S])ecialized market studies hii\o long been an important pait 
of spoxsoii's editorial content. Among ihe annual sections on 
specialized markets are those on the "Negro, farm and Canadian 
nuiikcls. \lso run anmialh is a Summer Selling .'Section. 

Starling with tin; l^.^l issue, Si'ONsoi{ has ])ublisbed an annual 
litiyer.s' (hitde of radio-t\- station jnograniing. 

si'()NsOi{ has been gi\cn a s])ecial (jeorge Polk Award froiu 
Long Island I ni\ersit\"s .lonnialism l)e])artinent b)r ontstauding 
industi N ser\ ice, the only trade paper in its field so honored. 



and plans were made for a gradual 
changeover. As the year 1946 began, 
about 20 stations were operating in 
the new band. Some manufacturers 
(among them Zenith and CE) wanted 
to retain the old band, holding it was 
necessary to give jiroper service to the 
U. S. audience, especially those in rural 
areas, which the old band could reach 
better. But already the shadow of tv 
was falling on fm since one of the rea- 
sons the FCC was abandoning the old 
fill band was because it expected to 
use the 44-30 cm. stri]i for Channel ]. 

The color tv battle was hot. CBS, 
which had urged a ])olicy of bv-pass- 
ing black-and-white tv and getting 
commercial video off the ground via 
color, was asking an immediate FCC 
okay for its field sequential color sys- 
tem in the 4!!0-920 mc. ulif band (most 
of which was later set aside for uhf 
commercial tv). Most of the appli- 
ance people were on the side of RCA. 
which was pushing for an all-elec- 
tronic, rather than a mechanical s\s- 
teiii. Later, as tv home ownership 
grew the factor of eornjiatibility (abil- 
ity to rccel\e b&w without con\erters 
or ada]itors) in the all-electronic color 
s\slem l)(>eaine a jiotent argument in 
its favor. In 1916. howe\er, while 
engineers spoke of the theoretically 
greater ])erfectiou ])ossible in the all- 
electronic system, the CBS color- wheel 
set was farther along the road to home 
use. In December of 1916. the FCC 
called on CBS to demonstrate its sys- 
tem olficially. 

In i\o\cniber. the mouth si'O.xsoif 
started, the following radio shows were 
in Nielsen s lop 10 according to aver- 
age audience rating figures: In order, 
the.) were Fihhev McGec & Molly, Lux 
Radio Tliealie. Ficd Alien, Screen 



I0() 



SI'OXSOU 
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'Pepsi,Please' SCORES IN MUNCIE, 
WILL GO NATIONAL. 

ADVERTISING AGE, August 20,1956 



'nbcf 22 



1956 



"■^s Is , . 
cooper.,, '"'■'atetf „ 

'no you 



"As a radio success story, I've 
never seen anything that's come 
close to it. " -- J. Clarke Matti- 
more, Kenyon and Eckhardt, 

"Results have far exceeded the 
most optimistic expectations, " 
- Richard Burgess, Vice Presi- 
dent Pepsi-Cola Company. 



BEST FOR TEST 




Munde, 
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REVOLUTION ronnnutd 





MOVIE FLOOD: Sah- of HkO pack.-i;.'.-, 
wliicli included "Tdp Hal," to C&C ^iiptr, 
--larled 19o6 Hood of fcaliirc film into Iv 



» COLOR: FC(J okay on coiiipalihli' color in 
1953 stirred inoinentous iv trend. Left, Kiikla, 
Fran &• OIlie liefore W'NBQ). (Ihicafio. camera 




Guild Players. Bob Hope, Chase and 
Sanborn Hour, Amos Vi' Andy, Jack 
Benny, Red Skelton and Fitch Band- 
wagon. Ratings ranged from 24.0 for 
the fust lo 17.6 for the lOlh ranking 
show. It \vas Nielsen's fourth )enr of 
reporting audience figure> via the ek'c- 
tronic recorder. 

riie Broadcast Nh'asnrenient l^urcau 
made its first co^ erage study in 1946 
and found, among other facts, that 
95.2 "^f of urban families had radios. 
1 he dissatisfaction that (■^entuall\ 
brought about BMR's d()^^nfall was 
^vell in e^ itlence e^ en then. 

1 hough tv set penetration uas in- 
finitesimal. ^•ideo network plans were 
already in the ^vorks ^^ ith i\HC par- 
ticularly acti\e. On the radio network 
front, affiliations were being expanded. 
MBS passed the 350 mark and ^vas 
aiming at 425. The NBC radio net- 
work reached 160 stations. In 1946, 
the a\erage lineup on \BC was 127. 



George W ashing- 



PROBES l\ allocatioii network practices rccci\<-d tlioroii};li airing liefore 
^1 iialc ( 1. ■MK ii c. Judiciary Cornmitlccs in V)7)(). \lio\c, I'rank .'stanton. 
pre-idcril. I' 11- fiirmei {iroiip doiriiclion of welis would lie a liackward step 



I'ersonnel notes 
ton Hill died. Charles Denny ^^•as 
made FCC chairman. (The next year 
Wayne Coy replaced him.) 

The lute 40*s: Even as tv was getting 
under way. radio was growing rapidly. 
In 1948, the year commercial t^ actu- 
ally got ofT the ground, radio station 
growth ^^ent from not quite l.fiOO to 
2,600. The year started with about 
1,500 am stations and ended with 
about 1.900. There were about 275 am 
stations under construction and appli- 
cations pending for about 500. In fm, 
there ^\ere about 370 stations at the 
beginning of 194" and about 700 by 
the year s end. About 300 fm stations 
^vere under construction and about 90 
fm applications were pending. But fm 
^vas already showing signs of tiouble 
as 125 fm permits uere returned. 

The year before RCA chief David 
SarnofT had made his famous speech 
lo \r)C affiliates at their Atlantic City 
(■on^eIItion telling them the time was 
ripe to get into tv. At the beginning of 
1918. there were 17 commercial tv out- 
lets on the air. By the end of the year 
there were 50 and a goodh number of 
the rest of the pre-freeze tv stations 
^^er(^ under constructiiui. 

CBS made its bid h)r network domi- 
nance (in t^ as well as radio) starting 
in 19I('> with its talent raid on NBC. 
The first capital gains deals ^^ere with 
Beimy and Amos "n' Andy. Kdgar 
Bergen ami Fred Allen talked about 
retiring from radio until the tv jjicture 
(Please turn to page 112) 
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The "Naflanal Barn Dance" 
now available an half-hour 
films far TV — Call Fred 
Niles Productions or WLS. 



1ft 



Back in 1946, when Sponsor Magazine made its first appearance, 
the WLS NATIONAL BARN DANCE was already twenty-three 
years old and the Midwest's most popular radio program. Fourteen 
years before, to meet the demands of listeners who wanted to see 
the show, WLS had taken over Chicago's 8th Street Theatre to 
broadcast the program before two capacity, paying audiences every 
Saturday night. At that time, everybody said it couldn't last, and 
no one would pay to see a radio show! 

Well, WLS listeners have been coming and paying every Saturday 
night since . . . 2,572,030 of them to date. And the perenially 
popular WLS NATIONAL BARN DANCE, with its successful 
formula of genuine neighborliness and old-fashioned merriment, 
still draws the greatest listening audience of any Chicago station 
every Saturday night. (For proof, see figures from a recent Pulse 
Survey in 164 Coimties of the WLS Major Coverage Area.) 

We're wishinj; for Sponsor Magazine many more years of suc- 
cess in its service to out industry. We plan to be around to greet 
you on your Silver Anniversary with radio's oldest, most popular 
program, the WLS NATIONAL BARN DANCE. 



SATURDAY NIGHT PULSE AREA REPORT 
for June, 1956 



7:30 P.M. 

8:00 P.M. 

8:30 P.M. 

9:00 P.M. 

9:30 P.M. 
10:00 P.M. 
10:30 P.M. 
1 1:00 P.M. 
1 1:30 P.M. 



WLS 

4.5 
4.5 
5.0 
4.8 
5.5 
4.5 
4.5 
4.0 
2.8 



Station 
A 

2.0 
1.8 
1.0 
1.5 
1.8 
1.3 
1.3 
1.8 
1.3 



Station 
B 

1.0 
1.5 
2.5 
1.8 
1.0 
1.0 
1.0 
1.0 
.8 



Station 
C 

1.3 
1.3 
1.0 

.8 
1.0 
1.3 

.5 
1.0 

.3 



Station 

D 

.8 

.5 
1.0 

.3 

.5 
1.3 

.3 
1.0 

.5 



890 KILOCYCLES • 50,000 WATTS • REPRESENTED BY BLAIR & COMPANY 




The 
PRAIRIE 
FARMER 
STATION 



I 




I 



w 



•I 



RE the ONE station 
first in ALL THREE.... 

J^ielsen\ Pulse*, Hooper*! 

Night and day the top name personalities beam the best 
in music, news and sports to Cleveland over >VERE. 

^^ERE personalities reach more live audiences 
through personal appearances than any other regional 
talent. They enjoy more national and industry-wide 
recognition, too! 



\^ ERE excites people into listening with 
graming exclusives. 



unique pro- 



\^ ERE participates in all major area events with its 
16 ton studio-palace on wheels . . . the only mobile unit 
integrated into the civic and business life of Cleveland. 

The long-night through, Clevelanders use a city-wide 
network of free phones to call their thousands of dedi- 
cations direct to the highest rated dusk-to-dawn per- 
sonality in the area. 

\^ ERE drew over 100,000 visitors to its flagpole studio 
broadcasts at one of Ohio's biggest fairs. 

>V ERE was the only radio station to which TV view- 
ers turned as a guide to political convention viewing. 

. . . and only \^ ERE offers the most complete, guaran- 
teed merchandising program available in the Cleveland 
market . . . 



-'v'- Latest Nielsen: 

WERE is first 6 a.m. to midnight in N.S.I, area audience 
and first in Cleveland's metro market, too! 

Latest Pulse: 

WERE has the greatest total share of 
in-and-out-of-home audience around the clock. 

Latest Hooper: 

WERE has the highest share of radio audience 
in every time segment. 



>uy WERE and sell CLEVELAND 
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Richard M. Klaus, General Manager 
represented by: 

Venard, Rintoul & McConnell, Inc. 





REVOLUTION 

f Continued from page 108) 

\\a> clciir l)ut Ber<;en ended up in tlie 
C:i}S stiible. Otlicr NBC star? and 
oilier talent as well were lured to CBS 
and by the end of 1919 the I'alev web 
("ould boast of sucli luminaries as Bing 
Crosb\. Croiirlio Marx, Red Skelton. 
Bnrns & Allen and Garr\ Moore. 

CB> Radio ended tiie \ear 1919 
with lo5 afldiates. up from 179 the 
\ear before. CBS T\' started with a 
2 l-station web at the beginning of 
1919 and 12 months later the total was 
,i6. Tiie other three tv networks had 



abont the 5.ame nund)er ( and in man\ 
markets the same stations). 

NBC got busy signing uj) new tal- 
ent to rej)lace the defections and 
among those who j(jined the web were 
a team b\ the name of .Martin & Lewis, 
known around the night ehib circuit 
but not familiar elsewhere. 

Gross billings of the fonr radio net- 
works \\ere about $200 million in 
19-18, up about 5'? from the \ear be- 
fore. In 1949, however, billings dipped 
by the same amount, the first sign of 
t\'s impact on the radio webs. 

All in all, there wasn't mueli \\orr\ 



LOOK FOR YOUR 
COPY OF THE NEW 



SPONSOR 
EVERY 
FRIDAY 



For the up-to-the- 
minute happenings in 
television and radio advertising 
read SPONSOR every week. 

$10 A YEAR (52 ISSUES) 



among radio broadcasters about tv 
from '47 through "49. Howe\er. in 
the latter year, the radio industr\, via 
the Broadcast Advertising Bureau 
(later RABl. joined forces in an All- 
Radio Pre.sentation Committee under 
the cluiiniianship of Gordon Grav, 
then with W IP, Philadelphia, and put 
out a scries of three films which sta- 
tions could use to sell radio to the pub- 
lic as well as ad\ertisers. 

It became a|)|jareiit cpiickh during 
this period that the 12 \lif channels 
pro\ ided l)\ the FCC would not permit 
a truly conipetiti\e tv s\stein. The 
freeze on new tv station construction 
was instituted by the FCC in 1918 and 
it began considering a new allocation 
scheme. By the end of 1949 all but 
one of the lOo prc-freeze stations were 
on the air. While \ew York and Los 
\ngeles each had its sc\en stations, 
fully two-thirds of the prc-freeze tv 
markets oiih had one station. This 
situation and the clearance headaches 
involved plagued advertisers nntil 
19.52 when the first ulif stations came 
on the air. 

Meanwhile, tv was beginning to ex- 
hibit lusty signs. B\ 1949 network 
gross time billings reached the respec- 
table figure of $12 million. ISBC had 
about half of this figure. In January 
1949 the coaxial cable linked the Mid- 
west with the Fast. Interconnection 
was available to 13 stations at the be- 
ginning of 1949. By the end of the 
year, 26 cities were linked. General 
Sarnoff was jnedicting 20 million tv 
sets b\ the end of 1954. ( He w as quite 
conservati\e. The actual figure was 
30 million.) In 1949 there were more 
than 500 spot tv clients. 

Network tv programing was getting 
under way in earnest in 1919. By the 
end of that year. Toast of the Town 
had been on 75 weeks and CBS TX, 
boasting of its jiackaging prowess in a 
tone it would not use today, crowed 
that the show had never ranked below 
second |dace in popnlarit\. Milton 
Berle was well on his wav to the title 
of "Mr. Television."' A number of 
shows were on then that are still on 
the air. yVinong them, in addition to 
the Fd Sulli\an Suiida\ night hour, 
were the two Godfrev shows. Talent 
Scouts and Triends: Bis; Story, the 
I'irestonc show, the Kraft dramatic 
hour, Stiulio One and Lone Ranger. 

A sampling of network t\ shows 
which became regular-season casual- 
ties after the 1919-51) season or later 
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we are in your future 





De;ir Norm, 

On ilie lentil anni\crs;iiy of Sponsor .M:ig:i/ine and 
saliitiiig your fnsi weekly issue, \\c of \V(jX, Inc. want 
to congratulate you and your fine siafi on outstanding 
and connnendable contribiuions to the industry. 

And we want to in\ite your readers now and in the 
lutiue to keep an eye and an ear on iis in the nation's 
second largest market . . . where Nielsen shows WGN- 
r\', Channel 9, Xo. 2 Station in Chicago . . . yes, No. 2; 
and where WGN-Raclio reaches more homes than any 
other station. 

Rest wishes tor many more years of continued ser\ice 
to the industry and the success and prosperity you so 
ri(hlv desev\e. 




X'ice President and General Manager 
WON, Inc. 



WGN 



TELEVISION, CHANNEL 9 
RADIO, 720 ON YOUR DIAL 



The Chicago Tiihuiie Stations. Owned and Opciaicd h\ \\(.N. hu., C'.hitago. IMinois 
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were (J-.V I red If annp >lioi( and 
( "s This IS Slioif Business, both 
(111 (!HS ^uiula\ iiifjlil;;: Chevrolet on 
Broadit ny and ("ilit's Sci \ ice s Bands 
(if America, luidi on \\\Q. Moiuhn 
iiii;lit^; dip lutllci l)ril)\ . sponsored 
( lic^chrouj^li and Blalz on \BC Tluus- 
da\ nights and {nction-Aire. spoii- 
>()i('d l)\ l,il>l)\ on Uic same network 
1- i ida\ iiiulit-: (iulfV // e. lh<' People 
on M)(! l"iida\ nights and R. .). 
nohls' Man Ifiairist Crime on (^BS. 
also on TridaN nights. 

T hf video wehs di(hi I start pio- 
graiiiing until ."):()() p.m. in lyiO. 
Howdy Doody alioacK in its 5:,H0- 
():()() p.m. slot. iieaiK half sponsored 
and IK) Mickey Mouse Club to \vorr\ 
about for \ear>. \I?C still had no net- 
work show< on MoiKla\- and Tiie-(Uu 
nights but the lo-iiiiiiule pattern be- 
tween 7:.H0 and firOO p.m. was alreach 
established on (IBS and W\C. and eon- 
tinned imliindeied until Disneyland 
pointed up the powcMful force of all- 
faniiK listening during the earl\ e\(!- 
iiiiig and pa iticula il\ the wax in wliieli 
the \oUiiger sel eoiil rolled the tv dial 



before the\ went to bed. 

Personnel notes: There was a 50% 
turno\er in network presidencies in 
1919. \l MIC \iles Trammel ended 
niiK" \ears as j)residenl and was moved 
up to ( hairman of the board w ith Jo- 
seph II. ]\IeConnell. executive vice 
president of RCA. mo\ing into the 
presidency. Edgar Kobak resigned the 
presidencN of MBS to become a broad- 
casting consultant and Frank W hile, 
president of Columbia Records, be- 
came MBS president. 

Tire early oO**^: The \ ear 1950 was 
a bad one for radio. It was the year 
the radio broadcasters really got 
scared about l\. Some idea of the 
>tate they were in can be gotten from 
statements showing relief that radio 
listening didn't sloj) altogether when 
a home had tv installed. To make mat- 
ters worse for am broadcasters, the 
WA was exerting pressure for re- 
duced rates, cspccialh' on the network 
le\cl. I'hc rale situation came to a 
head with an NBC plan to cut evening 
rates an a\erage of 12' ? in 53 tv mar- 



kets, including the fi\e markets where 
the web had o&o's. Some of the pro- 
posed rate cut.s went up to 25%. 

The afliliates put up a loud howl and 
remained adamant against a rale cut. 
One broadcaster, in a letter to Senator 
ICdwin Johnson ( l).-Col. I , chairman of 
the Commerce Coimniltee, said the 
proj)osed price slice would mean eco- 
nomic chaos, but added that stations 
feared economic sanctions by the 
mother webs. The NBC plan was to 
have gone into e.flecl 1 January 1951 
but the slifT stand of the alTdiates kept 
the rate nut away for a number of 
iiionllis. In the meantime, billings for 
all the radio networks but one (CBS) 
declined. But spot radio was up about 
lO't. 

The KCC okaved the CBS color sys- 
tem in 1950. An l!CA-XBC eflort to 
upset the ruling failed in an action 
before the Federal Court in Chicago 
but the court continued its leinporar\ 
ban against coiiiincrcial use of the s\ s- 
lem. 

If radio broadcasters were down in 
the dumps, the t\ broadcasters were 




Pay less to sell the 
SOUTH BEND-ELKHART 
UHF* market on 



2 



nd Market 
in Indiana 
for income 
and SALES! 



This is 
solid UHF — 
215,814 
UHF sets! 




^lUllllMBlillLl 



ABC- Channel 52 



Your dollars 
buy a stronger 
run on WSJV. 
COMPARE! 



Paul C. Brines 
Station Director 
Elkliart 52, ind. 



See your 



Man for 
full facts! 



sl•o^.S()lJ • 2t ocToHKK 1956 



IRE reports on 

SINGLE 

SIDEBAND! 

The December issue of Proceedings of the IRE presents a round- 
up of the most recent technical discoveries as presented by the 
Joint Technical Advisory Committee through its sub committee 
on single sideband techniques. 

Because single sideband offers advantages over conventional 
AM systems for police radios, taxi radios, ship to shore radios, 
as well as in many other practical uses, the JTAC has launched 
a special study for the FCC on this new development in radio 
communication. Interest in single sideband systems is high be- 
cause they: 

1. Reduce the size and weight of equipment, allow effec- 
tive communication when conditions limit the size of 
the installation. 

2. Conserve the radio spectrum by not taking up as wide 
a band of frequencies as do AM signals. 

3. Permit a reduction in the total radiated power required 
to accomplish a given communication function. 

The December issue of Proceedings of the IRE begins with a 
guest Editorial by the Honorable George C. McConnaughey, 




Chairman of the Federal Communications Commission and will 
take its place in the record of radio-electronics growth. IRE gave 
you the color TV issues of October, 1951, and January, 1954, 
the scatter propagation issue of October, 1955, the earth satel- 
lite issue of June, 1956, and now December's special single 
sideband issue-a reference work of the decade! 



Gef fhe Detember Proceedings of the IRE 

and gef fhe facfs abouf SINGLE SIDEBANDS 



PROCEEDINGS OF THE IRE 

1 East 79th Street, New York 21, N. Y. 

□ Enclosed is $3.00 

□ Enclosed is company purchase order for the December, 1956 issue 
on SINGLE SIDEBAND 

Send tO: 



Name. 



Company. 
Address_ 



City & State. 



All IRE members will receive this December issue as usual. 
Extra copies to members, $1.25 each (only one to a member). 




Partial list of contents: 

"Factors Influencing Single Sideband Receiver Design" by L. W. Couillard, 
Collins Radio Co., Cedar Rapids, Iowa 

"Frequency Control Techniques for Single Sideband" by R. L. Craiglow, 
E. I. Martin, Collins Radio Co., Cedar Rapids, Iowa 
"A Suggestion for Spectrum Conservation" by R. T. Cox, E. W. Pappenfus, 
Collins Radio Co., Cedar Rapids, Iowa 

"Power and Economics of Single Sideband Equipment" by E. W. Pappenfus, 
Collins Radio Co., Cedar Rapids, Iowa 

"Automatic Tuning Techniques for Single Sideband Equipment" by V. R. 
DeLong, Collins Radio Co., Cedar Rapids, Iowa 

"Linear Power Amplifier Design" by W. B. Bruene, Collins Radio Co., Cedar 
Rapids, Iowa 

"Distortion Reducing Means for Single Sideband Transmitters" by W. B. 
Bruene, Collins Radio Co., Cedar Rapids, Iowa 

"Linearity Testing Techniques for Sideband Equipment" by P. J. Icenbice, 
H. E. Fellhauer, Collins Radio Co., Cedar Rapids, Iowa 
"Early History of Single Sideband Transmission" by A. A. Oswald, (retired) 
formerly Bell Telephone Labs., Inc., Murray Hill, N. J. 
"Comparison of Linear Single Sideband Transmitters with Envelope Elimi- 
nation and Restoration Single Sideband Transmitters" by L. R. Kahn, 
Kahn Research Labs., Freeport, L. I., N. Y. 

"Application of Single Sideband Technique to Frequency Shift Telegraphy" 
by C. Buff, Mackay Radio & Telegraph Co., Inc., Brentwood, L. I., N. Y. 
"A Third Method of Generation and Detection of Single Sideband Signals" 
by D. K. Weaver, Stanford Research Institute, Stanford, Calif. 
"An Introduction to Single Sideband Communications" by J. F. Honey, 
Stanford Research Institute, Stanford, Calif. 

"Synchronous Communications" by J. P. Costas, General Electric Co., Syra- 
cuse, N. Y. 

"Synthesizer Stabilized Single Sideband System" by B. FIsk, C. 1. Spencer, 
Naval Research Lab., Washington, D. C. 



The Institute of Radio Engineers 

1 East 79th street New York 21, N. Y. 
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doiKjfci III la tioni! 



There's the NEW SOUND, too. 
creating more excitement about 
NEWS . . . more reason for listening 
to MUSIC . . . public service that's 
stimulating community interest! it's 
time YOU called Tom Longsworth 
A-9436 in Fort Wayne or A. W. 
"Bink" Dannenbaum if you're in New 
York at MUrrayhill 7-0808 and ask 
about the new . . . 

wowo 

Wow M-Loca\ 

WBZ WBZA, WBZ TV, KDKA, KDKA TV, KYW 
KYW TV, WOWO, KPIX, KEX 

WESTINGHOUSE BROADCASTING 
COMPANY, INC. 

Represenfed by 
PETERS, GRIFFIN, V/OODV7ARD, INC. 



enjoying sky-liigli opliiiiism. \el\voik 
gros? tiiiir hillings were up to SIS mil- 
lion in 1950 with Du.Monl registering 
a 330'~( jump over 19 f9 and showing 
a gross lime billings total of $4.5 mil- 
lion. S]Jot tv ad\ertisers totaled about 
1.000. 

\\ bile the agencies were knocking 
tbenisehes out with Iv clearance prob- 
lems, the networks got into a row o\er 
A'Pi^r interconnection facilities. ARC 
and Du Monl wanted the facilities 
shared e(]ually while CBS and XRC, 
with more sponsors, wanted them 
shared in proportion to the business. 
The fight was finalK settled by a com- 
plicated com])romise. 

The 1950 census found U. S. homes 
up eight million o\ er 1940 and a radio 
home saturation figure of 95.6^. 
There were 2.230 am outlets. 676 fni 
stations and 107 \ ideo broadcasters in 
business. Both the set and station 
construction picture was clouded oxer 
h) the Korean "'police action." 

By 1951. however, it was apparent 
the huge producti\e strength of the 
country was nji to the task of turning 
out both guns and butler and the 
feared shortages in electronic equip- 
ment did not materialize. 

The network rale cuts for evening 
lime finalh came in 1951. The CBS 
and ^BC cuts took jilace in July, (iross 
time billings continued to slide, how- 
e\er. and the PlB totals at the end of 
the year showed a 5'f dij). Actual in- 
come dro])ped more than the PlB to- 
tals indicated since ABC and MHS did 
not change their gross time charges 
like CBS'and XBC but only the dis- 
count slvucluve. 0\er-all, the rale cuts 
ran in the neighborhood of 10 to LS*"*?. 

In addition to cutting rales. ISBC 
worked out a rate fornmla which, 
though it didn't change the total net- 
work ])rice. made a nundjer of adjust- 
ments in network rales on the station 
le\el to reflect the varied impact of tv 
in in(li\idual markets. This met with 
strong resistance among afliliates. 

In "51 radio was beginning to re- 
cox er from its exaggerated fears the 
year before. The medium was jironiot- 
ing itself harder and offering more 
o])portunities to the ad\ertisers. The 
real beginnings of network flexibility 
look root in 1951, specifically the s])ol 
carrier or jiarlicipation ]>lans. ABC 
had its Pyramid Plan, NBC had its 
Tandem Plan. In '51 the Tandem 
Plan consisted of The Hip Show, \BC 
Radio's spectacular: the Murtiii & 
l.ciris Shoir and \lr. Kerne on .Sun- 



day, Friday and Thursdav, respective- 
ly. The network plans were not as 
flexible as they became later on. For 
example, in the Tandem Plan ad\erlis- 
ers were re(]uired to buy at least one 
participation in each show for a mini- 
mum period and the full network was a 
nmst. 

At the end of the year the U. S. 
population was nearly 156 million and 
there were 43 million radio homes. 

During 1951 advertisers continued 
pouring increasing sums into tv. The 
last of the pre-freeze .stations went on 
the air, making the total number 108. 
\n incipient revolution in video was 
unfolded liy Ring Crosby Enterprises 
with a display of tv magnetic tape. 
In 1952. a year after the first showing, 
P)CE showed \'ideo lajie again and the 
trade ])ress reported a great impro\-e- 
nient over the first showing. One ob- 
server compared it to a quick kine. 

The freeze ended in 1952. The first 
uhf station look lo the air in Portland. 
Ore., and by the end of the \ear about 
a dozen more u s weve broadcasting. 
During '53, the pace of new CP's 
s])eeded up and more lhan 200 new- 
video oullels began broadcasting. The 
problems of u's in intermixed areas 
cro])])ed U]) with increasing frequency 
and by 1954 the allocation and nel- 
w ork-a(filialion issues were being aired 
bv a Senate Commerce subcommittee. 

With the demise of BMB after two 
reports in the 40's, two private con- 
cerns. Nielsen and Standard Audit 
-Measurement Service, offered station 
co\erase services in 1952. With the 
end of the freeze and rapid growth of 
l\ . these ser\ ices were outdated quick- 
ly from both the tv and radio stand- 
point. llo\ve\er, it look four years for 
another co\'erage slud\ ( \CS No. 2) 
lo take place. 

On the basis of XCS No. 1, Nielsen 
eslinialed 45 million radio homes and 
20 million t\' homes or 45'~f saturation 
at the cud of 1952. 

Among ihe outstanding e\ents of 
1953 were the FCC approval of color 
on 17 December and the American 
Broadcasting-Paramount riiealres mer- 
ger. The FCC color decision set aside 
the 1950 okay of the CBS method and 
])ut the seal of appro\al on the ISa- 
lional Television Systems Committee 
a 11 -elec t r o n ic. compatible method. 
Though at the time of ihe CBS deci- 
sion the FCC said any proposed sys- 
tem to set aside the field sequential 
s\ stem would ha\e to he so su])erior 
as lo o\ersliadow il, this \M'ewpoinl 
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Planning a Radio Station ? 




/7 




Here's a helpful folder that shows 
AT A GLANCE just what you'll need! 



The main equipment items that go into the assembly 
of a radio broadeast station are represented on this 
see-at-a-glanee "pull-out"' display folder. Graphic 
pictures and descriptions of RCA equipments, Avith 
their related system functions, are connected by 
arrows. The signal path is traced from pickup source 
to antenna radiation, showing equipment require- 



ments at every step. Reduce your station planning 
to its simplest form with this graphic guide. 



Ask your RCA Broadcast Repre- 
sentative to show you this new 
display folder of Radio Broadcast 
Equipment (form 3J-2832). 




RADiO CORPORATiON of AMERiCA 



® 



Broadcast and Television Equipment 



Camden^ N. J, 
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was (lisnii--('(l l)\ the I'CC in 195.'^. 
The i;o\ ei iiiiR'iil a<iene\ spoke of a 
■'sliifl in (Mnpluisis" and said it was 
rcKinji on a!->uranccs llial llie existing 
inadccpiarics were those of e(]uipnienl 
and wi vo not inherenl in llie nature of 
llic conipatiMe s\steni. 

Tli()U>;li tliere were no color >et> 
aroinid. .MiC pnt on tliree color sliows 
before the M-ar \\a> ont. \\ itli a nnni- 
l>(>r of teclniical prolilenis and high set 
costs coh>r recei\er ownersliip <>re\\ 
more tlian anticipated. Two 

xcar^ after tlie I'CC okav less than IS.- 



000 I . S. homo owned color sets. 
The AB-I'T merger brought new 

mone\ and spirit to the '"third net- 
work." It was approxed by the FCC 
in a fi\ e-to-tw () decision with Com- 
misj-ioners Ilennock and Webster dis- 
senting. Interestingh . in another deci- 
sion in\ ol\ ing the Paramount name at 
the same time (earl\ Februar\), the 

1 CC ruled that I'aramonnt Pictures 
controlled I)u Mont Laboratories. 

Account restlessness was becoming 
more e\ i(lent in 19.il. Among the im- 
portant radi()-t\ accounts shifting that 



\ ear were Borg-W arner. Bulo\ a, Cani])- 
bell. Eversharp. Cruen. Motorola. KCA 
\'ictor and Schick (the latter two 
going to K&F). F.stimated radio-t\ 
i)illings in\ ()1\ ed came to around 
$40 million. 

Fee tv began to occnp) ])ublic at- 
tention in 19.54 and the debates reached 
a crescendo the next \ ear. For the 
most i)art, agencies and ad\ertisers 
adopted a hands-ofT attitude in the 
battle though the opinion was wide- 
spread that fee tv would be able to 
hurt free t\ by having the financial 
resources to attract the top >how busi- 
ness talent. While it was commonK 
assumed that a fee t\- show would ha\'e 
no ad\ertising. there \\as some talk 
among ad\ertisers that product tie-ins 
could be worked out by gi\ing awa) 
with each package a coin or slug 
enabling the ])urchaser to watcdi a fee 
t\ show. A nund)er of uhf stations 
having a hard time asked the FCC to 
oka) fee t\ as a method of soh ing the 
uhf statiou problem. 

ixadio promotion was pushed 
harder. During the late 1952-.i3 
winter, the Station Representati\ es As- 
sociation I fonnerl) the National Asso- 
ciation of Radio and lVle\'isiou Sta- 
tion Re|iresentati\ es) had launched 
the Crusade for S|jot Radio. Station.- 
were asked to su])port a national pro- 
motion campaign bv paying monthh 
fees equal to one-half of the gross one- 
minnte rate. In PJ.t3 and 19.5 4. the 
Crusade was especialR active. 

i\ew excitement was injected into 
the t\ picture \\ith the debut of spec- 
taculars on XRC TV at the beginning 
of the 19.54-5S season. Leading ofT the 
three series of specs was Belt) llutton 
in "Satins and Spurs." W bile the 
critics" reception of the Hutton show 
was le>s than enthusiastic, a number 
of later productions, |)artienlarh in 
the Mondav night series. Producer's 
Slioiicase received high praise. As for 
the ad\ertisers. reactions were mixed 
with the res])onse usually based on the 
particular ad\ertiser's jiroduct prob- 
lem. \j)plianee and car manufacturers 
went for the attention-getting, prestige 
\ahies. Makers of package goods, on 
the other hand, foinul the cost-per- 
1.000 too high for low-priced, high 
turno\er items. 

The fdm s\ndication field had an 
estimated $60 million year in 19.iL 
though sales estimates can onl\ be 
guessed at in this eompetiti\e free- 
wheeling business. TP \ had been 
formed the \rav before b\ \eteran 






KRLD-TV 



CHANNEL 
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DALLAS 



OPERATING WITH MAXIMUM 
POWER AND TELECASTING 
FROM THE TOP OF TEXAS' 
TALLEST TOWER, GIVES YOU 

MORE COVERAGE 

than any other TV station 
in Texas! 





Owners and operators of KRLD — 50,000 Watts, 
The Dallas Tunes Herald Station. Herald Square, 
Dallas 2, Texas. 

JOHN W, KUNrON. Ctioifmon o( Iht taatd 
Mot W IIEM»E»T. Pr»ii</.n( 

REPRESENTCD BY 
THE BRANHAM COMPANY 
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In Milwaukee 

An Exciting New Concept in Local Television 
Reporting 

^^TV news digest 

Has the Whole Town Watching 

WISN-TY Weekday Evenings at 10:00 P. M. 

Thirty Minutes of Dynamic Television Journalism, Pre- 
sented in Six Speeial Five-Minute Seytricits hy Wiscon- 
sin's Most Cotuprehensive TV Neivs D' Dort ment and 
Mihvaukee's outstanding Ncics, Sports and Weather 

Personalities 




LOCAL NEWS— 

WISN-TV News Director Don 
O'Connor with the latest, most 
complete coverage, live and on 
film. 



NATIONAL NEWS— 

Milwaukee Sentinel stories, las^^ 
minute photos, with Jim Van 
deVelde. 



I 



SPORTS WHIRL— 

Milwaukee's most authentic TV 
sportscasts with Former Green 
Bay Packer star Bob Forte. 



PERSONALITIES— 

Interviews with important fig- 
ures, celebrities in the world of 
news and sports. 




DOCUMENTARY TWELVE— 

Vivid, penetrating, analytical 
film treatment of local issues, 
shot by award-winning WISN- 
TV Newsreel Chief Charles 
Sciurba. 



WEATHER— 

The inimitable Bill Bramhall, 
Milwaukee's favorite weather- 
man, is back by popular de- 
mand with his own unique treat- 
ment of the weather. 



WISN-TV 



CHANNEL 



Represented by 





ABC 

MILWAUKEE 



Edward Petry & Co., Inc. 

IW VMS - OMUM • AfUHIA • Mntft • Ml AMMtH • •« MAMCtK* • H I 
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H()||\ w |)r()(lii(pr l'](l\\ar(l Siiuill. 
fiiiaiK iul cxjM'it Milton C.onloii and 
o\-/i\ >nl('s ('\{M'iili\e Micliae-I Sillor- 
iiiaii. Oflicial Films liad an p\('ruti\(' 
reoii^aiiization the same \rai. i- 
(Iciicc of llu' ('\|)aiisioii of tli(^ business 
wa- shown in /i\"s aiinouncoineni in 
ly.io it had sohl |ivoj.nani series 

in Mi'xieo as the first >te|) in a hroad 
s( heme aimed at international dis- 
tribution. Husine>s ownership dexelop- 
nients in s\ ndication continued at a 
ia|)id ])ace. l"or e\ani|)le. in October 
lack (iros> and I'hil Crasne he- 
eame full owners of I nited Telexision 
Profjrams. \ \ear later. IIP \\a- 
merged with MCA \\ Syndication. 

The end of 1951. saw the release l)\ 
the \d\ertisin<; Hesearch I'^oundatioii 
of its lonij-aw aited ratiiiirs standards 
re])()rt. 1 his was not a criti(]ue of an) 
rating ser\ ice but a set of standards 
co\erin<; the methods ns(>d l)\ these 
s("r\ ires without indicating to what 
extent each .ser\ ice measured U|) to 
the standards. 

I here were more than 20 standards 
set uj) but basic ones were these: (1) 
tuning (rather than actual listening or 
view ing I should le the basis of meas- 
urement. (2 I the household should be 
the unit measured. I3l all sets in the 



household should be measured. I Ij the 
entire reception area of a station 
should be measure;', |5| the mea'^ure- 
ment should be re[ i-esentat i\ e of all 
lioir'-eholds in the area measured. l6) 
a\erage instantaneous audience figures 
should be a\ ailable I one reason I ein<r 
it ])ermits uniform com])arisons of 
shows of difTerent lengths I and (7) the 
number rather than the percent of 
households reached should be <ri\cn. 

Tlio rcmil past: During 1955 and 
1956 the business seemed to ino\ e 
faster than e\er. On the promotion 
side, 1955 started with the debut of 
an all-industr\ Tele\ ision Hureau of 
Ad\ertising after an abortive attem])t 
the )ear before to set U]) a si5ot-onl\ 
organization, A short time after its 
founding. T\ 15 and the \. C. Rora- 
baugh Co. announced the reiiular 
<]uart(>rl\ jjublieation of sjjot t\ dollar 
s])ending, a big ste]) forward in the 
fight to s])otlight sj)ot spending. 

Also, as 1955 opened, the Broad- 
cast Ad\ ertising Bureau changed its 
name to Radio Advertising Bureau. 
RAB had come a long wa\ since the 
da\s when it was a division of the 
NARTB. It was spending in the 
neighborhood of S75().()0() annually. 



SOUTHWEST VIRGINIA'S PiOHee4> RADIO STATION 







WDBJ 

CBS 



THE ONE THEY LISTEN TO 
MOST ... IS THE ONE TO 
BUY! 

In Roanoke and Western Virginia 
—that's WDBJ 

Your Peters, Griffin, Woodward "Colonel" 
has the whole, wonderful story 



I ^am960kc 
\H€[jCwO^^*^ 94.9 Mc 



Owned and Operated b/ r/M£S-WORlD CORPORAT/ON 



PETERS, GRIFFIN, WOODWARD, INC., National Representatives 
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was aeti\el\ bearding ad\ertisers in 
their dens, sharpening station >elling 
methods h\ elinies. special sales meet- 
ings and ])roniotion material and 
gathering data useful to both niendicrs 
in the organization and advertisers 
and agencies outside. 

The Congressional hearings in 1956 
were heralded the vear before bv 
memos from the retiring luajoritv and 
minoritv counsel of the prev ious Con- 
gress' Senate Connneree Committee, 
Robert F. Jones and llarr\ M. Plotkin. 
respectively. The "Plotkin Memo" in 
particular created a stir w ith its recom- 
mendations to limit network option 
time. afTiliation exelusiv itv and other 
web activities. 

In a spate of testinionv before the 
Senate Connneree and Judiciarv Com- 
mittees in 1956, the networks appeared 
to have come through unscathed and 
are now awaiting the 1957 report of 
the I'CC'.s .\etwork Study Connnittee. 

The flood of feature fdms which 
jjoured into tv this vear was fore- 
sliadovNcd bv the purchase in July 
1955 of RKO Pictures by General 
Teleradio for ^25 million. In Septem- 
ber Republic Pictures signed a con- 
sent decree which would make its 
16 nnn. prints available to tv. Then, 
in January 1956 C&(] Super Corp. 
through Matt) Fox agreed to pay 
$15.2 million to the newly-merged 
RKO Teleradio Pictures for 740 fea- 
ture films and 1.000 short subjects. 
Screen Gems followed this up quieklv 
with a list of 104 Colund^ia features, 
1 M&M bought out the Paramount 
shorts. PRM bought the pre-1919 
^^arner Bros, library. IN TA leased 52 
20th Century-Fox features, bought 
FM&M and. at SI'onsok's ])resstime. 
was close to signing another batch of 
Fox features with the possibility that 
the studio would end u|) v\ itii a share 
of the film network XTA set up this 
\ ear. 

As the decade since the founding of 
SI'OXSOK draw? to a close, the broad- 
casting scene was |)(>pj)ercd with signs 
of radio-tv vitalit\ . \ ideo spending 
|)asscd the billion mark in 1955 and 
will jnobabh hit around SI. 2 billion 
b\ the end of the year. Spot radio 
made a coiiiel ack in 1956 and there 
were indications that at least two of 
the radio networks will bill more 
heavilv this coming (jiiartcr than dur- 
ing ihc corres|)oiidiiig (]uarter of 1955. 
It looks certain that ju~t as nnich will 
ha|)jien during the next decade as 
during the |)ast 10 veais. 
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Made One Great Market by the Only 



Idobtl 



BOWIE' 
^Ntw Boil 




r! . Coverage-Beamed to Unify This Potential 

x.A I . 

" the'recently^designated 
ttexarkana met(?opolitan area 

. I D,K„,: 1^ wVh -28;000^TV HOMES 

J.„Jgyr.ss~"l J r* IS THE HUB OF 

lo • iTHErMARKET.. TELEVISION BUILT! 



.HUR 



CASS 

Al or>lo 

Tex. 



165,000 Sets Now in Range of the 
KCMC-TV Maximum Power Signal. 

58% Total Weekly Share of Audi- 
ence in 26 Counties. (feb. 1956 TelepuUe) 



CBSf, 



La. I ^1 pJ 



"Over 250 Sponsored Network 
Hours per Month" 



NTERCONNECTE 



WALTER M. WINDSOR 
General Manoger 



RICHARD M. PETERS 
Dir. Notl. Sales & Promotion 



Represented by 
Venard, Rintoul and McConnell, Inc. 



KCMC-TV 

CHANNEL 6 

TEXARKANA, TEXAS-ARKANSAS 




THE KATZ AGENCY, INC. 



\ mi o II (I I I il r (■ 1 1 i SI II f; l\ c p r <• s c i\ I a I i r e s 



477 MADISON AVENUE, NEW YORK 77 NEW YO!?l' 

CHICAGO 

LOS ANGELES 

SAN FRANCISCO 

ATLANTA 

DALLAS 

KANSAS CITY 

DETROIT 
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SPONSOR'S DECADE 

m 

. . . FROM THESE 56 INDUSTRY LEADERS 



NAME 


PAGE 


NAME 


PAGE 


Cliarle> C. Harry 


123 


Ely A. Landau 


130 


M<-rIiiii; I?. Beeson 


123 


Craig Lawrence 


130 


Jolin niair 


123 


1 lioma^ McFaddeii 


130 


Joseph Bloom 


123 


Robert I). C. Meeker 


132 


George Vi . Moiling 


123 


Ted Oherfeldcr 


132 


Klon (t. Barton 


124 


Richard 0'Conn<dl 


132 


Norman K. Cash 


124 


Thomas F. O'Neil 


132 


Ralph Cohn 


124 


John E. Pearson 


132 


Earl R. C<,Ilins 


124 


H. Preston Peters 


132 


Powell Ensign 


124 


John B. Poor 


132 


Ilaiold E. Fellows 


124 


Henry Rahmel 


134 


Matthew Fox 


124 


W illiani G. Ranibeau 


134 


Frederic R. (Janihh' 


124 


Paul W. RaynKT 


136 


Helen Gill 


124 


Dr. Sydney Roslow 


136 


Leonard H. Golden^on 


124 


David SarnolT 


136 


Bernard Goodwin 


126 


Robert \\ . SarnolT 


136 


Artlnir Gordon 


126 


James W. Seiler 


136 


Milton A. Gordon 


126 


(ieorge 'V. Sliiipert 


136 


Harold E. llackett 


126 


David M. Simmons 


136 


W illiam \. Hart 


126 


David \ . Sutton 


136 


Carl Ilaverlin 


126 


Oliver Freyz 


138 


\rthnr Hull Hayes. 


126 


J. L. \"an X'olkenbnrg 


138 


Gordon F. Hayes 


126 


Lloyd George \ enard 


138 


Frank M. Headley 


126 


Wythe Walker 


140 


Engene Kalz . 


126 


Joseph J. W'e<'d 


140 


Reul) Kaufman 


128 


Paul B. West 


140 


Robert E. Kintner 


128 


Adam ]. Vonns 


142 


James L. Knipe 


128 


Frederic W. Ziv 


142 



Charles C Barrv. \ ice |)icsirlciit. 
MGM-Locw's: '"1 have read sponsor 
ever since its first issue. You lia\e 
done a solid job of re[)()rliiio the de- 
velopnieiils in onr industry. 1 am de- 
Hghted that we shall now have the 
henefit of \our careful re|)orting and 
intelligent inlerprelalion of our indus- 
try on a \\eekl\ hasis. Ho|)e to see 
)ou around on the 2()th."' 

Sterlinj; B. lieesoii. |)re>ident. Head- 
ley-Keed Tv. "sponsor has not only 
kept |)aee with the ra|)id growth of 
the television industry, hut through 
niaii\- projects kept a ste|3 ahead of it. 
SPONSOR is in the full sense a maga- 
zine that lea\es no (|uestious uiiaii- 
swered and unexplored in the televi- 
sion field. I'm sure it> \\cekl\ format 
will now close the ga|) in the constant 
need for more information. Congratu- 



lations on your accomplishments to 
date and best w ishes for )our Aveckl\ ." 

John Blair, president, Blair: ' Dur- 
ing sponsor's 10 }ears of service, the 
broadcasting industry has grown tre- 
mendously in stature and signifieance. 
Toda\'. \irtuall\ no major consumer 
ad\erliser cau hold his ground coin- 
|)etiti\ely without the use of one or 
both of the broadcast media. This 
growth, in our \iew. has been hel|)cd 
Ircmeudousl) b\ sponsor, its editors 
and staff, through their constant ef- 
fort to |)romote the industry, |irimari- 
1\ by showing agency and aiKcrtiser 
bow to use radio and tele\ ision effee- 
li\el\". Our coni[)auies are \'ilall\ in- 
terested in the promotion of s|)ol radio 
and television. \\ e know that they are 
effective advertising media when used 
propcrlv and with creati\c imagina- 



tion and skill. sponsor's conliimed 
effort to bring this fact home to the 
|)cople who create ad\erlising and the 
|)co[3le who pa\ for it and for whom 
it w orks is a \ ahied ser\ ice to onr 
industr\ 

Josepli Bloom, president. Forjoe: 
■'Congratulations on sponsor's 10th 
auniversar\ . ^ our publication has 
made main major coulribuliou> to 
the radio and television induslr\. [)ro- 
\ iding a sounding board for conslruc- 
l!\c ideas and, in general. hel|3ing in 
maintaining high qualil\ standards. 
Congratulations on becoming a week- 
1\. This is a big sle|) for sponsor and 
the induslr\ . ' 

(ieorge W. Boiling, president. 15oll- 
iug: "The crusade which sponsor 

(Turn pn^r) 
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st£irle(l 10 \e^ars aao in its articles and 
fditDiial- for a Ix'llcr understanding 
and a iireatcr mutual respect between 
the Inoadca-ling media, adxerliser.- 
and llieir ag('ncic>. shouM |)r()\e don- 
l(l\ (dleetixe now that SPO>S()U is to 
l)C pnhlished twice as often. Congratu- 
lations! ^ our future seems assured.'" 

Klon i'r. BortfMi. j)r(>sidenl. AF \ : 
"('ongratnlations to sponsor on voiir 
lOtli anni\ersar\ of publication. Tlie 
success of \our magazine is a iestl- 
inonial to tlie able services which vour 
editors and writers have rendered in 
behalf of an electronic indnstr\ which 
has been one of the most ama/ing <le- 
\el()pmcnt- of a fabulous half-century 
of progress. I'm sure this is onlv a 
small ^tart toward the leadership 
which si>o\soH will contribute to the 
broadcasting industrx in the remain- 
der of this century, howexer. " 

\oriiuiii E. ("ash. |)residenl. T\U: 
■'Sound editorial judgment, integrity, 
and a progressixe outlook in trade 
journalism has earned SPONSOR the 
recognition it deserx'cs. The |)ublishei 
and his entire stall can take |)ride in 
their first decade of accomplishment 
and ser\ ice to the broadcast and ad- 
\crtising worlds. W illi the rapid growth 
of the national econonn, the |)lace 
which SPONSOR has established for it- 
self in its field will certainix if the 
past is an\ indication become in- 
crcasingh anthoritatix e and meaning- 
ful." 

Kalpli Coliii, \ ice |)residcnt. Screen 
C<'ms: "Within an nnl)elie\abl\ short 
perio(l. telex ision has become a giaiil 
indn^trx. \ccnratc and objectixc re- 
porting lias alwaxs been, and coiitiiines 
tf) be. a |triine necc.ssitx. sponsor has 
fulfilled this need in an outstanding 
iiiaiiiier. 'K<'|)ort to S|)onsors' comes 
iiiiiii<'(liat<d\ to mind as an excellent 
iliu'-tration of one of the niiiipie ser\- 
ices which SPONSOR render^. The 
< liatige from a bi-weekl\ to a wcekU 



publication will serve the industry 
c\cn more effccti\el\. Best wishes on 
\oui lOth anniversary." 

Earl H. ( Collins, president. IIollv- 
wood Television Serxice: ''Please ac- 
ce|)t our sincere congratulations on 
\our lOth annixersar). We are happ) 
that you are celebrating this annixer- 
sar\ \)) jjublisliiiig sponsor weekh. 
This magazine has been a 'bible' to 
all of lis at lloll\\\i)od Television Ser\- 
ice. The editorial comments together 
with the statistical information ha\e 
been invaluable. To see sponsor grow 
along with this great television indus- 
tr) is fitting ami j)ro|)er. Your leader- 
ship. ser\ ice and foresight have made 
this possible. We look forward to re- 
ceiving your weekK with much an- 
ticipation." 

Powell Ensign, executive \ ice presi- 
dent, Im erett-McKinney : "Congratu- 
lations on marking off 10 ) cars of 
vital contributions to the broadcasting 
and advertising industries. I have 
been a reader, and nser. of sponsor 
from the beginning. Xow that you are 
going weekly with the new depart- 
ments, I know that the use will be 
greater. More important to me, it 
should sa\e me much time in kee|)itig 
abreast of ha])peiiing!. in m\ field of 
V. ork." 

Harold E. Ft'llows. j)resideiit \/\K- 
TI5: "sponsor has eontiiiiiously ren- 
dered meritorious scr\ ice to broadcast- 
ers, to advertisers and to the art of 
advertising. Objective reporting has 
made the advertiser inereasinglv aware 
of the value of radio and tele\ ision as 
sales iiKMlia. Judicious |)ortia\al of 
industry ease histories has broadened 
the use of new developments and tech- 
i!i(|nos within the adv<'rtisiiig j)rofcs- 
si(m. sponsor's editorial courage in 
challenging all who would, through 
legislation, restrict or abolish ad\cr- 
tisiiig is a significant contribution to 
iIk' ccoiioniic health of the nation." 



MatlluMv Fox. |)resident, C&C: ■■Con- 
gratulations to SPONSOR on its 10th 
anniversar\. sponsor and the televi- 
sion iudusirx have grown up together 
in the past decade. From a seven-inch 
black-and-white baby, the industrv has 
mushrooiiicd into an immense, inulti- 
hued billion dollar giant, sponsor 
has mirrored that growth. Today, 
both SPONSOR and the industry stand 
on the dawn of a new era, signalled 
by the release of toj) feature film libra- 
ries to telex ision. The effect of such 
Holhwood product on ratings, ])ro- 
graiiiing and sponsors is already amaz- 
ing. With its increased coverage, 
SPONSOR will be able to fully cover 
this increasingly important area of our 
industry.'' 

Fr«'<lerit' H. Ganilile. president. 
AAA A: "It's good to hear that SPO\- 
SOR is celebrating its 10th anniver- 
sary by going weekly. That's a healthy 
way to obscrxe a milestone — b\ taking 
on more responsibilities — and it is ap- 
pr()|)riate to SPONSOlf. You ha\c ne\er 
been afraid of difficult assignments 
and yon have al\va\s been S|)riglitly. 
A sense of livelv issues has kept vour 
issues li\ely. Long mav you continue 
that way . " 

Helen Gill, president. Gill-Periia: 
"My heartiest congratulations as \ou 
embark ii|)on }onr second decade of 
rcs|)oiisibility and informative re|)ort- 
ing. SPONSOR should be coiniiieiided 
for its aggressix eiiess in bringing to 
the fore iliseussions on tiinclv and 
t()|)ical issues thus keeping in pace 
with our e\ er-e\|)andiiig iiiduslrx. M) 
best wishes to \oiir capable stall for 
continued success. 1 look forward with 
the greatest enthusiasm to the new 
weekl) SPONSOR." 

Lecniard II. (i<»l<lens<>ii. |)iesident. 
AU-I'T: "sponsor has grown u|) <lur- 
ing the 10 most hectic and swift-ino\"- 
iiig \cars in broadcasting historx. Still 
it has managed to kec|) abreast of each 
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I'VE GOT 'EM COVERED! 



..SOCONY 
MOBIL 
OIL 
IN 

67 

MARKETS 




...10 BIG 

SPONSORS 
IN 

58 

OTHER 
MARKETS 




including 

, . Carnation Company 
National Premium Beer 
White King Soap 
Star-Kist Tuna 
Remington-Rand 
Sunshine Biscuits 
La Rosa Spaghetti 
Carter Products 
Table Talk Pastries 
A-1 Pilsener Beer 



I CAN COVER FOR YOU... IF YOU ACT NOW 

on this new sure-fire police Western Series 



f 



starring 

JOHN BROMFIELD 

as the SHERIFF of COCHISE 




the 



Sheriff of Cochise 

produced for NTA by 



Never before has a syndicated film series been sold in 125 
markets prior to its appearance on the air. That's the track 
record already chalked up by "THE SHERIFF OF COCHISE," 
the terrific new action-packed modern western police series. 




Produced for NTA. ..first in TV film distribution... by Desilu, 
first in TV film production . . . it's a sure-fire way to get in 
the saddle with big audiences and big sales. So let "THE 
SHERIFF OF COCHISE" cover for you... while there's time. 



PHONE-WRITE-WIRE, TODAY! All the details are available from 
Harold Goldman, V.P. Charge of Sales 



Telefilm A 



'ATIONAL lELEFlLM DISSOCIATES, INC. 

60 W. 55lH STREET • NEW YORK 19. N.Y. • PHONE: PLAZA 7-2100 • CABLE: NATTELFILM 



CHICAGO, ILIINOIS 
4lt N. Miihigon Av.nu. 
Ph.n.; Mifhif.n I-SS41 



HOLLYWOOD. CALIFORNIA MONTREAL, CANADA 
1721 luni.l ll><. 1434 Si. C.lh.rin. Si. 

Ph.n.: Clnl'i.w Mitl Pl«n.: Unii.riilt t.«4«S 



MEMPHIS, TENNESSEE 
2MS Sl.rifk IviKing 
Ph.n.! I.iki.ii i-IStS 



lOSTON, MASS. 
Sl.ll.f H.I.I Oflic. luiKini 
Ph.n.i lik.nt 2-tt]) 



MINNEAPOLIS, MINNESOTA 
1 1 Of Cwrri. A*..«. 
PhM.' F.^.r.l 1-7011 




QUOTES ON 



iii w cldpinciit iiiul (■onimuiiit ;ile the 
fu( t- to it> i(';i(li"i> ill a ( ()ii( i>e. well- 
lialaiiccil -l\ If. (^(iiijiratulatioiis and 
tliaiik- for \ our a('C()iii|>lisliiiu'iit>-. We 
look forw.ird to jicttinj; the news in 
pel -|ie( ti\ e from >-l'()NS()i! each week. 

l(«-rii:ii-«l (i(>o(l»in. president. Du- 
Moiit liroadeastiii"; : "1 ju>l want to 
athi iii\ \()iee to those wlio are talkiiiii 
ahout tlie e\i-elleiit joli tliat SPONSOK 
is doiiiL; for the hroadea-t industry as 
a fiuiiit.iiii of iufoi mat ion. It has de- 
veloped into a pnhlication of major 
propoitions. With the ehanue to a 
weeklv. will eontiniu' to luiild 

with this growing indiistiv. 

Arlliu!- <>(»r(l(in. >ale> manager, Na- 
tional lime Sale- : "Xh ownentrv in- 
to the I n-ine-- antedates sl•0^.sOR by 
ool\ five months; so | ha\e watched 
it- de\ clopment from the start. \ot 
oiiK ha- si'ONsDiJ siihstantialK eon- 
trihnted to nn knowledge of onr in- 
(hi-ti\. Imt -peeifiealh. in the case of 
certain features, it has proved to he 
e\tremel\ \aluahle. >torie- on Span- 
i--li-langiiage and foi eign-langnage ra- 
dio which ap])eared in pa-t )ears weie 
rd ticmemlou- aid to n- in onr pio- 
eeciing elTorts in -(dliiig .^paiiish-lan- 
guaiic raditi in the "southwest. It is a 
lact that si'ONsou'- entliu-iastic hut 
fa( tiial picsentation of the market lent 
onr -ale- -t(ir\ a note of aiitlioritv. 
( ongi atiilations on )our amii\eisai\ 
and thank- from a regular (/se/. ' 

Milloii \. (^(rdoii. pre-ideiit. 'Il'\: 
"One (d the ke\ fimetion- si'oNsou 
ha- -ci\cd to provide in ihe lapid- 
(ire |() \cnr- jn-t pas-cd ha- heeii to 
'potli'dil the -eiviees radio and t(dc- 
\i-loii have I erformed for advcrtis- 
< I liiLje and -mail, \nd through 
iIm'-c a I\ II li-(M -. the services pci- 
f' riiieil f(ir the national economv. In 
ihi f )o.ili\c dav- of Iele\ i-ion. dur- 
Iic ulil'h .id\ ei li-ci - -ought ednca- 
lion <io till I <'W iiieilinin. and ue in 
ll' iiidn-tr\ iiec li-d education a^ to 
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adv ei tisei .s' pr(d)lenis. this was espe- 
ciallv valuable. Now vonr field and 
oppoitunitv are broadening to take in 
areas which onlv yesterday were ex- 
])l(>ratorv, but todav are proven and 
hence, even more competitive. If you 
meet that challenge as well a> yon 
have the challenge of the past. I am 
sure ^on will eonlinue to enjoy the 
success marking your first decade. 

Harold L. llaekelt, president. Offi- 
cial I'ilms: "We are delighted It) con- 
gratulate -SPONSOR on the occasion of 
its lOth anniv ersarv . and express our 
appreciation of the role it has played 
in the broadcasting industry. The 
keenlv analytical and objective writing 
bv .sI'ON.sok's editors has been a source 
of information and. in manv eases, 
support for our sales executives. 
M'onsok's 'ease history' reports are a 
most (dfective means of spreading 
news (d the sales elTeetiv eness of our 
iredium to all segments of the bu-i- 
iies.- world. We feel certain that in 
the new weeklv issuing of si'oNSOK. 
the same objective and impartial atti- 
tude that has served our entire iiidus- 
tiv so well will ]irove e(piall) elTec- 
tive in anal\sis of important events. 

William A. Hart, president. \HF: 
"It is a real pleasure to eongratnlale 
SI'ONSOU on its acliiev einents as it 
marks its lOth anniversarv. The \!\F 
alsti extends best wishes as Si'ONSOlt 
becomes a weeklv publication h)r con- 
tinued service to industrv and coop- 
eration in helping develop better re- 
search standards. 

(iarl Ihnerliii. president. H\ll: "As 
a charter subscriber, it is a ])leasure 
to salute si'ONsols's 1 0th anniversarv 
and to add m\ congratulations to the 
manv von will receive, sponsor has 
done a line informational j(d) bir it- 
-nb-eribeis. ^oui articles, while al- 
wav- thoughtful and thought-provok- 
ing, have been approached from stiniu- 
l.-iting and fre-h viewpoints." 



cor. till lied . . . 



Arthur Hull Hayes, president. CBS 
Kadio: ".sponsor's 10 vears encom- 
pass broadcasting > most dramatic dec- 
ade; a deeade filled \vith tremendous 
progress and change in our industrv. 
1 have been regularly amazed and de- 
lighted with sponsorV remarkable con- 
tributions to the growth of broadcast- 
ing. With its clear reporting — c\cn 
more important, its \aluable leader- 
ship and guidance. Xovv, as a weekly. 
sponsor will be doubly ucleoiiie. dou- 
bly valuable. I'm sure it \vill tlierebv 
increase its v ital place in the industry ."" 

(>ordoii K. Hayes, general managei'. 
CBS Kadio Spot Sales: "When a good 
friend celebrates an anniversary, it's 
customary to slap him on the hack, 
shake hi.s hand and wish him manv 
more years o{ continued success. Its 
a little dilTerent with sponsor because 
the publication deserve.* more than a 
pat on the back and our best wishes 
must cover a large staff. During the 
|)ast 10 vears. SPONSOR ha? becoiiie a 
'good friend to evervoiie in the broad- 
castino; iiidnstrv" with its thorough bi- 
weekly treatment o{ trends and de\e]- 
opments in radicj. \nd now with this 
very valued service delivered on a 
weekly basis, we look forward to an 
even closer contact with sponsor in 
the y ears to come. 

Frank M. Headley. piresident, Il-H: 
"For the past 10 eventful years, srON- 
SOI! has been one of the ])rime sources 
of cieative scdling ideas b)r the indus- 
tiy; and from a salesman's p(dnt of 
v iew, there can be no greater praise. 
W itii sponsor's transition to a weekb. 
the added timeliness of its news cover- 
age will iiK lease its \ahie still more 
as it further a|»proaclies the ideal of 
all-around editorial service to the in- 
dustry.'' 

Kugene Kal/.. president, Katz: "spon- 
sor's lih'time has been a jieriod of 
dramatic growth in television and ra- 
dio. ^ our magazine has made a imi(|ue 
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WEBC RADIO 

Leads All Other 
Duluth Superior Statior^sl 

First in Audience CSee Hooper) 
First in Coverage C5000 W) 
First on your Dial C560 KC) 
First in Radio CEst. 1924) 





TIME 


WEBC 


STA. B 


STA. C 


7:00 A.M. -12:00 Noon 


47.0 


42.3 


9.7 


12:00 Npon-6:00 P.M. 


50.9 


35.5 


8.4 



HOOPER RATINGS — July-August, 1956 




♦ ♦ ♦ 



IN THE DULUTH AND 
SUPERIOR MARKET AREA/ 





ARROWHEAD 




DULUTH, MINNESOTA 

Represented by Geo. P. Hollingbery Co. 



RADIO IS OUR ONLY BUSINESS! 






I I(>U h( 



\i> one will "iii^llc \oiii ;iu(li- 
(•ii<<- when Mill U'-c KS(). Iowa's 
ino^l |)owcrfiil iii(l('|)cii(l('iil sia- 
liiiii. (^oiiiimions |)ri|)iilnr jiro- 
;;i ;MiMTiiM;.' of music, news ;in(l 
s|)oils. |)ii|s a hiuinf! fi nine in tlx- 
mind of K>() lisiciicis . jii>,| 
^iWiiiliii;: \oiir siilcs "sliol!" I o 
in.ikc i-\ r-i \ shoi ( oillll. "/cro' ill 
v< nil K>0' 



A ( 

hiitiniiiili('lt\. hill 



I'm cacli "sliol" wlicic il couiils. 
ill tlic "licni I " of the sicaflih (jrow - 
iiif; I ii(liaiia|)olis maikcl. I'lom 
(law 11 lo (liisk. WXI.W liolds 
"ica(l\."" will) (■iilcrlainiii'; music 
and news, an audience of fiiiaii- 
cialh capalile l)u\crs wlio ll re- 
s|)ond willi sales. I'lil a "I)nlls- 
c\e" ill \our sales incssaKc! 



and \nlual)le conlribulion to llie cle- 
\ clopnieiil of the broadcast media. 
lje>l \\islie> for }our conlinuing buc- 
cess. 

Kaiii'iiKiii. president. Guild 
Films : '■Con<jratulations on your lOth 
anni\ersar\ ! 10 \ears is not long in 
some res|)ects, hut in lele\ision. il has 
heen an eia of great growth. SPO.NSOK 
merits credit for lia\ing gi\en this 
decade a sensihle jier?pecti\e — and the 
veaning that conies from sincere, ac- 
curate and understanding ohservation. 
Mav SPONSOl? continue lo render this 
same \aluahle service. ' 

Koljcrt E. Kiiitner. former president. 
ABC: "The radio and television in- 
dustr\ has exjianded amazingl\ in the 
|tast decade — a period of growth jier- 
hai)s uniiaialleled in American his- 
tor\ . SPONSOR has kept pace with the 
industr\ and assisted its readers im- 
measurably in reporting these strides 
and anah zing their meaning. ' 

JaiiU'!? Ij. Kiiip«». president. Hooper: 
"spOiN.sop.'s constant effort lo expose 
the strong jjoints of the radio indus- 
try, while the industr), went through 
the trials of meeting the competition 
of tele\ ision, has required intelligence 
and courage. Our company he'ie\es in 
radio and its efTecti\ eness so thorough- 
1\ that we are delighted lo appland 
SPONSOR in this useful work." 



The Cotttiiiental 
Divide StotUw 



TV4 
Montana 



I In laii\ juin ) rtn 




ZIV'S STAR-SPANGLED 

SALUTE TO 
THE U. S. NAVAL 
ACADEMY 

★ ★★★★ ★★★★★★ 
SEE PAGES 

77, 78, 79 
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MEREDITH STATIONS ARE 




On a patio in PHOENIX 





In a Ititclien in SYRACUSE 




KANSAS CITY 
SYRACUSE 
PHOENIX 
OMAHA 



KCMO 
WHEN 
KPHO 
WOW 



KCMO-TV 
WHEN-TV 
KPHO-TV 
WOW-TV 



The Katz Agency 
The Katz Agency 
The Katz Agency 
John Blair & Co.-TV: Blair-TV 



Meredith Stations Are Affiliated With Mk\ Mm illld liiirdcilS and Successful Farming Magazines 
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or //I: 



Tc/i xcii}\\ iio-o you Ihid the foresight 
iUid k/ioichou- to St lift ii different triide //uigii- 
::r4/ie. Xo he^i/uii/iir is eiisx. '/'he fdct that xou 
now u-o o/i (I weekly hiisis is a fine tribute to your 

O.J 

deter//ii/i(i tio/i to do the kind of tiling you set 
out to do. 

// e co/i^rii tuliite you (unl wish you well. 

John M. Rivers, Owner 
WCSC Radio and TV 
Charleston, S. C. 



MBS 7^ 'SRS 



the right combination for 
network-community-service 

Where Stepped-up Radio Sells 
round the clock with 

GREATER CLEVELAND'S 
NUMBER 1 STATION 




Ely V. I^aiidati. piesidont. \T \ and 
\T\ Network: "Conjiratulations on 
)our 10th anniversarx and tlie launcdi- 
inir of \our wei'kh edition. It is en- 
rouraginj: to note that sponsor has 
ke])t ])arc with the fa>t-i;ro\\ ing tele- 
vision industrx h\ a first-rate report- 
ing joh on the latest news, dexehip- 
nient> and tren(l> in a fiehl that thir-ts 
for knowledge. 1 am esjjeeialK inter- 
ested in the continued em])liasis jdared 
on fdni and ho])e that xou will con- 
tinue ) our cxcidhnit coxcnage of tliat 
important s])Ii(M(>. sponsor s keen 
anaKses of the importance of fdm to 
the adxertiser makes it an authorita- 
ti\e source for this s])eeialized infor- 
mation. 

Craifi Linv rein't'. \ ice ])resident. CRS 
Owned Stations: ''You re adding Avork 
for me hy going weekK. inasmuch a> 
1 seem to be sending tear->heets from 
( M'r\ issue to someone", and now I II 
he doing it e\ er\ W(>ek. ^ ou are to he 
connnended for your ])enetrating co\ - 
(•rage of tht; 'hows" and '\\hys' of our 
industrx : therel)\ building an indi- 
\ idualit) and character for sponsor 
\\hich puts it in a class itself. 

Tlnmia.s MrFaddeii, \ ice ])resident. 
\HC Spot Sales: "As I celebrate 
sponsor's 10th annixersary by read- 
ing the latest issue from co\ er to cox - 
er, I reflect onh a moment before 
concluding that I find )our ' I \' Re- 
sults' and 'Radio Results' features to 
be among my favorite reading. M) 
heart has been gladdened by any suc- 
c(>ss stor\ about broadcasting — wheth- 
er on an NBC ()\\ne(l station, or one 
re]iresent(>(l bv NBC S])ot Sales, or an\ 
com])etitor. AnUhing that hel])s all 
of broadca-^ting hel])s our stations also. 
I a|)|ilaud \our elTorts in telling s])on- 
sors about our >uccess('s. /\n(l s]ieak- 



ZeV'S NEW 
STAR-SPANGLED 

RATING WINNER! 

★ ★★★★ ★★★★★★ 

Ready for action Now! 

SEE PAGES 

77, 78, 79 
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This new feature film program, with the RKO pack- 
age as the basis, offers first run films to San 
Antonio's tremendous daytime audience. 
And at a time when they'll be able to devote full 
attention to it . . . noon to 1:30 p.m., Mondays 
through Fridays. 

And your clients will like the price of this tasty 
buy . . . full minute participations, either live or 
film, take the Class C rate . . . and combine for 
five and ten plans. 

So contact Peters, Griffin, Woodward, Inc., to find 
out more about this opportunity to participate in 
San Antonio in first run"MOVIETIME U.S.A." . . . 
Hurry! 



EXPRESS.NEWS STATION 




5 



SAN ANTONIO, TEXAS 
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GddiI 

PrDqrams 

iiol "iriiiiiiiicks" 
liiiiM r«'>poii>i\ «' 
taiiill\ li.ot('iiiii<j:. 
( >iiialiair> Dial 
Kli()> for 
faiiiil\ >ari<'l\. 

coiiiimIx. drama. 

>lrrir.>«. iiiii-ic. 
loral j)<MX)iialili('s 
and <'oiiiiii(M'<*ials to 
iiit'oi'iii tliniu 
not liai'a>> tliciii. 
W (' >ollril lln' 
taiiiil\ aiidiiMicc 
ami tr\ to rcspi'ct il. 

KBON 

ONE OF OMAHA'S 
FINE RADIO STATIONS 




111"; of sLi{'(('» Tiiorc of tlie j^aine to 
SPONSOK as il <iO(S wceklx." 

i!<)l)(M'l I). C Mcrkrr, pi c^idpiit. 
Mi'ekcr: ■■(^on'zi^iliiliitioiis on tlio con- 
sistoiith oiitsUiiuIiiig jol) \ oil lia\ (' 
clone for llie I:i();i(lc7i>liii<: and adxcrlis- 
ing indnstiics in \oiir first 10 \oars. 
\(mr conii-'etrnl rowrii'^o and £inal\>is 
of the 2ro\\lIi and clumuing ])atlcM"ns 
of Ijroadc'iisl adxcilisin;: must rank a^ 
a major conlrilnition to ad verlisinji. 
Best \\i>lics for man) decades to come. 
\\ e r(^ lookinji forward to retcivin-z 
Sl'ONSOH wcckK.'' 

'r«'(l ()htM-r«'l(lcr. president. Bnrkc- 
Mnarl: "10 \ears ago. in its incep- 
tion. si'ONSOH dedicated itself to act 
as a connnon meeting jilace between 
adxerlisers and broadcast media and 
to fiirllier act as a catahlic ag(Mit in 
explaining oacii otiier's function in 
Selling. During its decade of jiublica- 
tion. sl^ON.sdH has nc\er once swerxcd 
Ironi its original concept. W ben tele- 
\ ision aj)peare(l on tlie advertising 
scene and most people forgot about 
radio, sponsor still continued to sell 
tin's most \ italU imjjortant sales tool. 
Tins in llie face of tremendous compe- 
tition and pressures from new publica- 
tions. I think that the publisher, the 
editors and the business j)eo])lc. each 
and e\er\ one. lia\e earned a well- 
deserxed round of kudos for their con- 
tribution to tlie art of broadcasting 
and for their untiring efforts to bring 
closer together the advertiser and the 
broadcaster. "" 

Kicliartl ()' ('o II II t'l I , president. 
()"Coniiell: "10 \cars of consislcnt 
growth call for more than a ])rof(?s- 
sional mash iujIc there are iiiaiiv ac- 
colades for keeping si'onsok just a 
few miles ahead of the times which 
makes for useful and exciting jonrnal- 
ism. In the fields of specialized radio 
such as Spanish and Negro si'ox- 
soH has excelled. In its next 10 )cars. 
I hope SI'ONSOH will becoiiK^ lliorongh- 
l\ d\iianiic in its news reporting, arti- 
(dc coverage and editorial approach 
icgardless of 'loii(diy toes" in an\ seg- 
ment of our iiidustiv. This iiidnstrv 
owes si'ONsoiJ iiianv orchids. Here s 
mine." 

'Ilioiiia.s V. OWril. |)resid(Mit. UKO 
Icleradio: "To mc, one of the most 
valuable ingredients of sPonsou is its 
perspective. There arcn l mam 10-\ear- 
olds that have it. Those of us that span 



most areas of radio and tclev i>ioii ( in 
asjiiration or assignment ) look for 
leporting and analysis that i> a- broad 
at its base a- all broadcasting. And 
vet. it must b.e as pointed in its appli- 
cation to advertisers' problems as the 
reporter s re^ourc-e? v\ill permit. Surc- 
Iv. a necldy sPo.nsok will permit an 
even sharper focus on the news and 
trends of a long and succe-sful tomor- 
low for broadcasting and its able in- 
terpreter." 

John K. I'earsoM. |)rpsidcnt. Pear- 
son: "N^liat has impressed ns most 
over a period of vears is the \va\ in 
which vou realK dig in and trv to 
lurnish the advertisers with specific 
exain|)les of how campaigns have ojicr- 
at(>d. While wc feel vour special fea- 
tures ( su( Il as the issue on \cgro 
radio, the farm issue, etc. I are of 
considerable value, we think the case 
histories which vou delineate so well 
have done a wonderful job in showing 
advertisers hov\ thev can nsc spot 
ladio and television cfTcctivcly. Of 
course, this is looking at it from our 
V icw])oint. and we don t overlook the 
fac-t that vou have done an over-all 
good job for the incliistrv. 

H. I'restoii PetiTS. prc-idenl. Peters. 
GrilTin. Woodward: '"sponsor has cer- 
tainlv grown to an important position 
in its chosen field. From the very first 
issue, manv of its articles have been 
extrcmelv informative and valuable to 
me and to the other people in our 
organization, ^'on have helped us to do 
a better job of station representation. ' 

Joliii B. Poor, president. AlBS: 
"spoNSou has continually done an out- 
standing job in reporting trends and 
advertising indices in the broadcast 
field in the past 10 years. But being 



SHEER 
ENTERTAINMENT 

yet vitally important 
to every citizen! 
★ ★★★★ 

Ziv's New Star-Spanglcd Rating 
Winner! 

SEE PAGES 

77, 78, 79 
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IN SAINT LOUIS 




The viewers turn to KSD-TV for the 
special, the spectacular and the best. So 
KSD-TV with its 10 years of experience in 
television, was selected to televise the 
90-minute remote "Spectacular" from 
the world-famous St. Louis Zoo to a 
74-station network. Involved were 8 cameras 
(one on a special fork-lift truck), a mile of 
camera cable, an air conditioned, studio- 
equipped truck trailer, a microwave tower, 
and a staff of 32 men. 



THE RESULTS: 




. « "°'*. or.'. 1°"', 



tor I" " , 



KSD-TV 



^^^^ 



MAXIMUM 
POWER 

channel 




NiJCl SPOT SALES 



THE SAINT LOUIS POST- DISPATCH STATION 
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CONGRATULATIONS 
NORMAN GLENN 
AND ALL 
THE SPONSOR 
GANG! 

Be sure that the new weekly 
issue will be the same first 
that SPONSOR has alwayT 
enjoyed in both advertising 
and industry news. 

Best of luck to all of you! 

Telerad, Inc., Radio 
and TV fVlanagement 
Service 

Ray J, Williams, President 
Pueblo, Colorado 




KCIJ :WMRY 

'I'ht' liif! City Station | Thr St-pia Station 

with ihr (*ountry Fiavor with Double I'otver! 

SOOOWofts 980 KC ' 1000 Wofts 600 KC 
SHREVEPORT | NEW ORLEANS 

SOUTHLAND BROADCASTING COMPANY 

Mori Silvermon, Exec. V. P. & Gen. Mgr. 

GIIL-PERNA, INC.- Nat l. Rep. 
New York, Chicogo, Los Angeles, Son Froncisco 



|)i('juclici'(l |)io-iuilio. 1 am |jr()hal)l\ 
most influenced l)\ one of tlie recent 
>t()rie^ si'oNSOi? carried. It \\a> head- 
lined: 'Is tlii- the \('ar of the network 
radio hreak-throniih Vnd in that 
succinct phrasing, it has prohalily told 
best the cvclical slorv that is network 
radio durinji the |)ast lO \ears. Back 
in '](). there were those who heiian to 
loll the l\ lO-count on a henign. I{i|i 
\ an W inkli^h radio, then heginning to 
huild u]) the -peclacular characteri>tics 
of its hal)\ >i>ter. Mutual, though keen- 
1\ interested in t(de\ ision s de\ eloj)- 
nient. since our |nirenl cc)ni|)an\ owns 
tv stations, steadfasth felt then as ^\e 
do now that radio has a definite place 
in national advertising plans. Vnd we 
]iatterned our operations this jiast dec- 
ade to prove our point -and impro\e 
our |K)sition. \ow. in 1*J.')C). spo.nsok 
itself reports the cvcle of national ad- 
vertising interest returning to network 
radio. \eed I sav more? I'm prej- 
udiced |)r()-ra(lio. And lodav I'm more 
|)roud of it than ever hefore."' 

Heiir) Kaliiuel. executive ^ ice presi- 
dent, Nielsen: "In 10 \ears si'o^nsoh 
has grown to oul>tan(ling >talure a> 
it has hrought increa-ing ex|)erience. 
peree|)tion and skill to 1 ear on the 
chronicling of the livelv doings in 
radio and television. No wondei \(>u 
see it on the desk oT everyone who has 
a major interest in the broadcast 
media. .And our best wishes for \oiiv 
future as a weeklv ." 

\\ illiam (J. Kaiiil)(>aii. ])resi(lent. 
I{and)eau: "('ongratulations to that 
fine |)ublication. Si'ON.soi?. on arriving 
at that hoarv old age of 10 \ears. \s 
0 |)ul)licalion. Sl'ONSOi? is a credit to 
this crazv radio and lelev ision indus- 
trv and I ho|)e that .si'oxsoi? continues 
on for at least another 110 vear^. 



SPINE-TINGLING i 

SHOWMANSHIP 

at your command 

Ziv's New Star-Spanglcd Rating 
Winner 

SEE PAGES 

77, 78, 79 



KPRS 



is the KEY to 
Kansas City's 127,600 
Negro Market 




The ONLY station in the rich Kan- 
sas City Metropolitan area beamed 
exclusively to the Negro Market . . . 



KPRS 

1000 W. — 1590 KC. 
Kansas City, Missouri 

Represented nationally by 
Joseph McGIIIvra, Inc. 
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Louisville's 
BEST KNOWN FIGURE 




The WHAS-TV Channel 11 figure dances up a storm to 
promote Stokely Van Camp's "Hayloft Hoedown" on promotion 
slides. On other occasions, he points to Pillsbury Ballard's 
"Stars of the Grand Ole Opry". 

He's a dependable little guy, backed by power, personnel 
and performance. Immediately recognizable, he is the figure 
people in this market tune to and depend upon. During 
every telecast hour, he reminds viewers of excellent 
Channel 11 programs. 

He should remind you that for selling results, individual 
and distinctive treatment, your advertising deserves the impact 
of programming of character. In Louisville, WHAS-TV 
programming PAYS OFF! 

Are you participating? 



VICTOR A. SHOIIS, Direclor 

NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Louisville Times 
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ATN 



SAILS llETWORK 





WKLO 



LOUISVILLE %* 



WI2E 

PROMOTES 
SPRINGFIELD 




WCOL 




H. R. REPRESENTATIVES 
for 

WINC-WCOL-WIZE 

JOHN BLAIR & CO. for 

WKLO 



W . Ilin IIKM-. |)i esi(l('iit. KaxiiuM': 
"W (• tliouiilit liiiilih of sponsokV con- 
ct-pt 10 \i'ai> ujio — ciiouuli so to he 
iinioiiir till' t)t ijjiiinl "'Sponsors' of 
M>()NS()|{. \ftci 10 \e;n>. it s more than 
a|'|)iirciit tluit M'ONsoit has fulfilled its 
pidiiiise. It iuis soiiiiht to iiiforiii the 
acheitisei' on an analuical ]r\c\ ahout 
t( le\ ision and i adio s potential. But 
inoic than that, it has heen a crusading 
puhlicatioii. fijihtinji hard on helialf of 
nuin\ important industrx inipr()\e- 
nients. 

Dr. Sy»liH*y IxiisUiw. director. Pulse: 
"\()ur lOtli hirthday and our l.ith 
seem to augui- well foi' the last week of 
Oclohei- as pi()\iding auspicious cli- 
mate for fouiidinji an enterjirise hased 
on fact-findiiiii. Coiiiiratulations on 



j(>ur conspicuous success (leser\ 



cdU 



earned h\ hriiii;ing a new. \ital force 
to the important husiness of reporting 
accnratcK and with foresight the d\- 
naniic elements of the conmmnicatioris 
iiidustrx. For 8]'0\S()i{'s competent, 
clear-cut aiiai\sis and s\ntliesis of 
"wliats most important now" and 
the long-look, the important iuduence^ 
shaping coming e^ents certaiiilv the 
sponsors of America and all those \vlio 
work witii them to a common goal find 
in si'ONSoiJ an inxaluaidc resource in 
polic) -making and business decisions. ' 

Diivnl SariKtIT, chairman of the 
hoard. iU>A: one who is celebrat- 
ing his .lOth amii\eisar\ in the field of 
radio, it is a pleasure to extend to you 
in) heart) eoiigi atulatioiis on the lOtli 
aimiversar) of \our interesting and al- 
w'ays-inf()riiiati\ (' magaziue. si'onsoij 
has done a splendid job in clironicding 
the ca\alcade of broadcasting over the 
past decade. 

hNilinl W, .SariiolT. presidenl. NBC: 
".scoNsoii has ii(>\er been reluctant to 
take a stand on things it b(dic\ed to 
be in tiie best interest of telex ision and 
radio, it is this attitude. togctlK^' with 
the maga/ine s inipartialitx and llior- 
(, ugliness, which has won h)r it the 
icspcct of the entire broadcasting in- 
dusti). The magazine's decision to go 
wcekl) as it starts its second decade 
of scr\ ice i> indeed good news. Ihoad- 
casting is a fa^l-nioxing business, and 
tlie new schedule will permit si'ONSOii 
to render an cxcn greater sci\ice to 
its readership." 

jiiiiM-s \\ . .S<'ilcr. <lirc( tor. WW): "It 
is certainb a pleasure to be able to 



congratulate \ ou on the occasion of 
\our 10th aimiversar). 1 well remem- 
ber the da\ , ox er 10 \ears ago, w hen 
! had the pleasure of looking over the 
first rough la\outs of \our proposel 
new magazine. \ our feelings then con- 
cerning the ser\ ice \ ou could provide 
has certaini) been more than ju>>tified." 

(i»Mir«;e T, Shiipert. president. ABC 
Film JS\ ndicatioii : "It seems to nie as 
if only a few months have elapsed, 
rather than 10 xears, since sponsor 
was launched to suppb sponsors and 
their agencies with broadcast informa- 
tion. Although I ha\c seen man\ 
stories and features in si'OXSOR of 
great interest, one feature consistently 
ca])tures my atteiitiim the capsule 
case histories which often ha\e been 
\aluable sales tools in con\ ineing new 
teKnision ad\ertisers of this great 
medium \alue. 1 certaini) wish SPO\- 
soi{ continued success in the next 10 
\ears, and I look forward to seeing 
an increase in film stories in propor- 
tion to the tremendous amount of film 
programed on net and local levels. 

I);ivm1 M, SiiitiiKni!*. president Sim- 
mons Associates: "The ad\ent of 
.spoNSOH into the weekl) field is of 
great im|)ortaiice to the industr\-. I am 
parlicularl) thinking of \ our devotion 
to the cause of radio and the space and 
time \ ou ha\e given to this end. It 
would Old) seem logical that by doub- 
ling the number of isj-ues of sponsor 
ea(di )ear, )()u'd be doubling the edi- 
torial space and thought given to the 
radio industr) . ' 

n:ivi»l y, Sutton. \ ice president, 
MCA-T\ Film Sxndiealion: "A good 
tiade journal is more than a clearing 
house h)i' facts and ideas williin an in- 
dustr\. I ntelligenti) edited and hon- 
estl\ administered, it can g\\c life and 



Stories of 

ADVENTURE, 
GALLANTRY, 
TRIUMPH AND 
TRADITION! 



★ ★ ★ 



★ ★ ★ ★ ★ 



Ziv's New Star-Spangled Rating 
Winner! 

SEE PAGES 

77, 78, 79 
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. and WBAP-820 IMI^ACT Radio 

covers the market! 




DALLAS 



NEARLY 7 MILLION PEOPLE SPEND 
NEARLY 10 BILLION DOLLARS IN 
THE 4-STATE,174-COUNTY AREA 
COVERED BY WBAP-820! 

Population M-56 6,978,200 

Families 1-1-56 2,069,780 

1955 Effective Buying Income 

(Net Dollars) $9,996,615,000.00 

1955 Effective Buying Income 

Per Family (Net) $4,829.00 

1955 Retail Sales ^ $7,839,975,000.00 

Farm Population 1-1-56 1,192,500 

Number of Farms 287,187 

Gross Farm Income ...$1 ,246,668,000.00 

SOURCES: Soles Management Survey af Buying Power, 
May 10, 1956 

Standard Rate and Data Service, Inc., 
May 10, 1956 



Here's how IMPACT Radio 
stacks up in the GREAT SOUTHWEST 

One of the fastest-growing market areas in the 
nation . . . where in the last three years 62.9% 
more people spent 60.9% more money! 

WBAP-820 IMPACT Radio covers the entire mar- 
ket area . . . the lucrative Fort Worth-Dallas 
market and the 174 -county, 4-state Greater South- 
west area. When you buy to reach this fabulous 
market, be sure you select WBAP-820 IMPACT 
Radio ... in the heart of the progressive Fort 
Worth-Dallas area ... for full market coverage. 





STAR.TELEGRAM STATIONS • ABC -NBC • FORT WORTH, TEXAS 



kMON CARTER 

Founder 



AMON CARTER, JR. 

President 



HAROLD HOUGH 

Director 



GEORGE CRANSTON 

Monoger 



PETERS, GRIFFIN, WOODWARD, INC. - NATIONAL REPRESENTATIVES 
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IN COLUMBUS TELEVISION . . . 
it's WBNS-TV . . . with a *43.0% of the 
three station audience and a coverage of 
500,400 TV families. 

IN COLUMBUS INDUSTRY . . . 
it's such names as General Motors ... 
Westinghouse . . . North American Aviation, 
Inc. . . . Over 800 diversified industries . . 
78,500 employees and a $332,000,000 payroll. 

FOLLOW THE LEADER INTO 1,872,900 
PROSPECTIVE CUSTOMERS HOMES WITH WBNS-TV 
AND WATCH YOUR SALES TAKE THE LEAD 




KIirUI-SI STrD BY BLAIR TV 



channel 10 • columbus, ohio 

< US- r\' Ndwork A(Iili.iu-(t wiili (.olumbus Dispalili (.iiur.il S.ilc-s Ofluc: W N. llif;h Si 



direction to am I.u>ine>>. I'uriiiii tlu> 
10 \ear> that I Iia\e Iteen a reader of 
^■ro.\>()l{, 1 Iia\e found it to lie just 
sueh a trade journal. ' 

(Hi\(>r 'I'reyz. \ ice |)re>ident. \BC 
r\ : "In \our first i-sue. \ ou said: 
"spo.Nson is the trade majiazine for the 
man who foot- the hroadcast advertis- 
ing l)ill. \s <iich. its objective is to 
do a jol) for the sponsor." In voui 
fir>t 10 >ears, \ ou filled vour own 
tousili bill. If tile past be jirologue. 
sinXNSoi? will meet the tougher chal- 
lenge- to come. ' 

J. L. Van Volkciihiirg. president. 
CBS Tele\i>ion: '"The success of 
sPONSOl? over the |)ast 10 vears ha> 
grown out of its ver\ clear appraisal 
of its readers needs. Its factual and 
infornuitivc pages ha\e mirrored the 
e\ er-cliangiiig opportunities, both in 
radio and television, for advertisers to 
achieve niaxiinum eflectixencs-; for 
their marketing objectives. 1 am con- 
fident that the new f requeue) of pub- 
lication will add to the magazine's 
usefulness in the next 10-\ear cycle. 

Lloyd (iforgie Venard. president. 
Venard. Rintoul McConiiell: "Coii- 
gratuiations on voiir iiiiglit\ 10 years 
of service to the broadcast media. 1 
am sure that the industrx welcomes 



DuHde StotUm 

TV4 
Montana 



You'll profit from 

BIG 
TUNE-IN 

week after week 
***** ****** 

Ziv's New Star-Spanglcd Rating 
Winner 

SEE PAGES 

77, 78, 79 
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WCAU 

PH I LAD E LPH I A 



means 



personalities 



Good show, John Facenda, let's call it 
a day. This man is really amazing. 
His 11 p.m. news on WCAU-TV rates an 
impressive 20.3 average in ARB for 
the first six months of 1956. Name any 
other three newscasters heard 
in Philadelphia — network or local. 
Their combined ratings will be less than 
that of Facenda's nightly chat to 
851,000 faithfuls. One-time newspaper- 
man John Facenda does 16 news shows 
a week. Eleven TV, 5 radio and they all 
click. The reason? Call it sincerity, 
magnetism, personality. Personality — 
that's what makes John Facenda the 
outstanding newscaster in Philadelphia. 

That's what makes WCAU, too. 



WCAU, WCAU-TV The Philadelphia 
Bulletin Radio and TV stations. 
Represented nationally by CBS Spot Sales. 
By far Philadelphia's most popular stations. 
Ask ARB. Ask Pulse. Ask Philadelphians. 
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MACON 



. \ 



rich middle Georgia means Macon . . . 
to sell it, you've got to buy it... to buy it 
you need WMAZ and WMAZ-TV 



Middle Georgia's booming! Population doubled in lost 
decade. $368 million spent in retail stores last year. 
Hub of Middle Georgia: Macon, which alone had 
41.6% retail sales gain during the past 5 years. 

You wouldn't use New York Stations to sell the Phila- 
delphia area. Atlanta stations are even farther from 
Macon than New York is from Philadelphia — give 
only fringe coverage of the market. Only two stations 
deliver the entire, rich 47-county Macon Market . . . 
WMAZ and WMAZ-TV. 

To move merchandise, go Macon. To go Macon, use . . . 



WMAZ 

lO.OOO watts — 940 Kc — CBS 
Member: Georgia Big 5 

WMAZ-TV 

Channol 13 — CBS-ABC - NBC 



all the iiifoiiiuitioii that Mm will he 
oi\iii<r it ill your \veekl\ new? aiul 
ser\i( e article format. " 

WStlie Walker, proideiit Walker: 
"sponsor for 10 \eais ha> heen a 
must ill iiiv reading. It is a factual 
beacon in a hishl) fluctuating and 
confusing business, j-'or example, to- 
da\ in eontrast to -.e\eral \eais ago 
till' future c)f radio ajjijear- brighter 
than e\er. SPONSOH has hel])cd make 
a major eontributioii to that progress." 

Joseph J. W'<'e«l. president. Weed: 
' As ] get older, 1 find that the de- 
mands on m\ time seem to increase. 
Kach interest makes its own i laim and 
as a result. I find 1 am Imdgeting un 
reading time \er\ carcfullv. Since 1 
first started reading si'ON.soK 10 years 
ago. it has become ])rogressi\ ely iiKire 
interesting to me. TodaN . 1 am de\ ()t- 
ing more time to it than ever before. 
This is just a bns\ mans way of say- 
ing.. 'Well done, keep it nj). 

l»aul li. W est, president. \\ \: "Con- 
gratulations to SPONSOR on its lOtli 
anniversary. Such imblications as 
yours fulfill a real need in ad\ertisiiig 
with distinction: to communicate the 
facts, opinion and many change? fac- 
ing ad\ertisers toda>. I am sure that 
\our new weekly scbeilule will enable 
\on to do an e\er more effective job. 



Tde Con/tuteiitat 
dmk Stotloii 

TV 4 
Montana 



Surging with 

EXCITEMENT 
SENTIMENT 
AND HEROISM! 

★ ★★★★ ★★★★★★ 

Ziv's New Star-Spanglcd Rating 
Winner! 

SEE PAGES 

77, 78, 79 



REPRESENTED NATIONALLY BY AVERY-KNODEL, Inc. 
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We've 
changed 
our spots. 

but not 
yours! 









The TV Production Department 
of UNITED WORLD FILMS, Inc. 
is now called 

UNIVERSAL PICTURES 
TELEVISION 
DEPARTMENT 



Universal-International Pictures has taken over the 
TV production department of United World Films, 
its wholly owned subsidiary ... so our "spots" have 
changed — but not yours. The same high quality . . . 
the same professional touch at low cost per produc- 
tion dollar are inherent in every TV commerical 
made by Universal with its unparalleled production 
facilities and technical know-how. 



New York Office— 445 Park Avenue 

Telephone: PLaza 9-8000 

Hollywood Office— Universal Studio, Universal City 

Telephone : STanley 7-1211 



Some of 


BUDWEISER BEER 


EASTMAN KODAK 


KELLOGG COMPANY 


PEPSI COLA 


CAMPBELL'S SOUPS 


FALSTAFF BREWING CO. 


LEVER BROTHERS 


PHILIP MORRIS 


our 


COLGATE-PALMOLIVE 


FORD 


MARLBORO 


PROCTER & GAMBLE 


clients: 


DE SOTO 


GENERAL ELECTRIC 


OLIN INDUSTRIES 


RCA 




DUPONT 


B. F. GOODRICH 


PABST BEER 


SCOTT PAPER CO. 
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MASS 



COVERAGE 




1310 on 
your dial 



WGH covers six cities! Buy one station . . . get all six! 
Mass coverage ... 24 hours a day . . . 5000 watts . . : 
for the price of one! 

See Your For/oe Man! 
/^OtV EVEN MORE THAN EVER 

HOOPER RAD/O AUDIENCE INDEX 

STOCKTON, CALIF. JANUARY- MARCH, 1956 



MOrroAY THRU FRIDAY 
7:00 A.M. -12: 00 NOON 


RADIO 
SETS 
I» USE 


C 


II 


KSTN 


A 


M 


OTHER 
AM & FM 


SAJ-yiE 
SIZE 




17.9 


»+.2 


47.2 


13.0 


9.3 




9,707 


KOrDAY THRU FRIDAY 
12:00 riOO:i-6:00 P.M. 


RADIO 
SETS 
III USE 


c . 


/n 


^KSTN 


A 


M 


OTHER 
AM & FM 


SAMPLE 
SIZE 


10.^ 


^0.7 


7.3 


35.0 


15.1 


9.5 


12. V 


12,026 



K 
S 
T 




Spring 1956 Hooperatings 
show KSTN increases dominance 
of ^Stockton Radio Audience. 

^America's 92ncl Market 



Represented by Hollingbery 



Adam J. V<uiiig, Jr.. president. 
Young: "Wlien .SI'O^SOH started 10 
>ears ago, Me wished it well heeause of 
the fine |)eo])le >tarting this puhlicatioii 
and the high iiinis with whieh the) 
went into it. The puhlishers of SPONSOR 
lia\e surpassed our greatest expecta- 
tions of what could he done in pro- 
viding a useful pnhlication.'' 

Fr«Mlorir W\ Ziv. chairman of the 
hoard. Zi\ Tele\ ision : "In reflecting 
upon sroNsou's 10 )cars, I am im- 
pressed not onl\ with the great service 
)ou lia\e rendered our industr). hut 
with \onr editorial courage. You 
ha\e not howed to the giants whether 
they he spenders, networks or puh- 
lishers. \ow htne realized that our in- 
dustry has heconie great heeause e\ cr\ 
facet of our industry the smallest 
station, the smallest agency, the small- 
est sponsor, the single indi\ idunl view- 
ei has contrihuted. 'l"he little people 
who (h) little things like fa I elect the 
President of the I nitcd State>: (h) 
estahlish the moral fdire of our nation; 
Icl huild fannlies and lioines and ex- 
jiand our frontiers: id I uphold good 
laws and repudiate had lawmakers 
you ha\e realized that these are the 
viewers, these the sponsors. th(>se the 
stations which lune contrihuted most 
to this great medium as we shall know 
it in the future." ^ 



A 

PATRIOTIC 
STORY 

that has never been told! 

Ziv's New Star-Spanglcd Rating 
Winner 

SEE PAGES 

77, 78, 79 
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woe TV 



Pi ON'cd by 648,330 Pieces of Prognim 
Mail received by this Station During 
6 full Years of Telecastitiii . . . 





TOP FIGURE each county - Number Pieces of PROGRAM Mail Received during 1955 . 
2nd FIGURE each county - Number of Pieces of PROGRAM Mail per 1.000 Homes. 



This fabulous response . . . 
91 '< of it to local live telecasts 
. . . began in 1950. That year 
. WOC-TVs first full year on 
the air . . . 33,8 i5 pieces of 
program mail were received; 
this mail came from 23 lowa- 
Illinois coimties — 237 cities 
and towns. 
By 1955, this response jumped 
to 1 19,2 15 pieces of program 
mail received during a 12- 
month period; it came from 39 
lowa-Illinois counties — 513 
cities and towns in these counties. 
Accompanying map shows 
breakdown of this 1955 pro- 
gram mail, proving WOC-TVs 
"Good Picture" area. 
WOC-TV Viewers are respon- 
sive. They respond to WOC-TV 
telecasts by mail. More import- 
ant, they responil to advertising 
on WOC-'I V by purchases at 
retail outlets. We have a million 
success stories to prove it (well, 
almost a million). Let your 
nearest Peters, Griffin, Wood- 
ward representative give you 
the facts. Or call us direct. 



WOC-TV 39-COUNTY COVERAGE DATA - 

Population 
Families 
Retail Sales 
Effective Buying Income 

Source 

Number TV Homes 
Source 



• 1,568,500 

• 484,800 

9 $1,926,588,000 

• $2,582,388,000 

0 1956 Survey of Buying Income 
(Sales Management) 

• 317,902 

9 Advertising Research 
Foundation 



WOC-TV Owned and Operated by Central Broadcasting Company, 

Davenport, Iowa 



The Quint-Cities Station — 
Davenport ond Bettendorf 
in lowo; Rock Island, Mo- 
line ond Eost Moline in 
Illinois 



woe TV 

Channel 6 •Maximum Power •Basic NBC 



Col. B. J. Palmer, president 
Ernest C. Sanders, resident manoger 
Mark Wodlinger, resident soles monag' 
PETERS, GRIFFIN, WOODWARD, INC 
Exclusive National Representative 




ARE YOU 

HALF-COVERED 



NEBRASKA'S OTHER BIG MARKET? 




1956 ARB METROPOLITAN 
AREA COVERAGE STUDY 
PROVES KOLN-TV SUPERIORITY! 

The 1956 ARB Study of 231 Metrapaliton markets in 
eluded 6 in LINCOLN LAND — 5 in Nebraska, 1 in Kansas. 

In these 6 markets, KOLN-TV is viewed- 
mast in 6 daytime categories ... in 5 
aut at 6 nighttime categories. 

KOLN TV gets an average daytime, "viewed mast" ra'ing 
of 54.0% as against 15.2% for the next station. Night- 
time overages are 59.8% for KOLN-TV, 25.0% far the 
n<"<i station. Enough said? 



VJtlOU GBANO RAPIDS KALAMAZOO 

VJI.IO Radio kai amaZOO BaHIE CREEK 

WJET »ADIO — GRAND RAPIDS 

wjir fM GRAND Rapids KALAMAZOO 

KOlM IV .INCOIN NEBRASKA 
Aiioc-at^d fth 

WmBD fADiO — PEORIA ILLirjOIS 



KOI.X-TV .1,1 ivt>r.< i.iiicolii-l>.iini 200. 000 fiimilie?, 
I25.()()() of llicni itmUipliratcd by any Omolin Tl' signal! 

9,"..:,^^ or LINCOl.N-LAM) iS OUT^IDK Till-: GKADE 
"H"' AK1<:A of OMAIIA! Tins imporlam 42-o<)iiiit\ market 
i.>i I'arllior rt>nio\(>(l from Omaha lliaii Hartford is from 
I'rovidciicr . . . or Syrat'iiso i.s from Ivoclicsler. 

Lal(>st Tol<>i)iils(> fifiiiios show thai KOI.\-T\' fids I3{M% 
more dflcnioon viow ors than the next .-I at ion, 191.49^ more 
iiiglitlinir \ i ewers ! 

A\erv-Kiio<lel has all the facts on KOL.\-T\ , the Official 
liasic (M^'^-MU; Onllel for South (Neutral N(>hraska and 
Northern Kansas. 

CHANNEL 10 • 316,000 WATTS • 1000-FT. TOWER 

KOLN-TV 

COVERS IINCOLN-IAND —NEBRASKA'S OTHER BIG MARKET 

\\ (M-\ -Kiioihd. Inc.. I']\cliisive .>.';ilioMal He|)roseMla(ivos 
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The portfolio on the following page? is SPON'SOu's salute to tiiose advertiser- who 
hought >pace in the first issue of sponsor on tiieir faith in a eoneept. Hut it i- 
niore than a trihute; the reader will fnid mirrored here tlie stale of the in(lu-tr\- 
in 1916. The>e ads of Xovend)er 1916 will eonjure up a pieture of an indu.-try -o 
dilTerent from today liiat the que>tiou is rai.-ed: "'\\'a> liii> just 10 year- ago?" 
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*w 1 lii'sc (idi eitiscrs appeared in oar first issue 




PIONEER ADVERTIEEP The Xalioncl Ihoadras/inp Company 




WINS 

NEW T 0 R K 



Shortly, hi thh space we hope to uiU yonr iUteutiou 
to (kvelopwiiits here at 11 7j\\S" dinnig the hiitial wtiks 
of out/i tshil) by the Crosky Corporation. W'e will list 
a iniit/hcr of respoi/^ihle and rcpnuntatit e adt ertisers 
whose conjidet/ce in the future of the station is being 
expressed in the tangible form of contracts for time and 
for programs. 



A )<l,000 Wilt iiintmiiKr hit jlfi'itly 
ttrrn in«ial|nl jnd ■« hrini; it«icil. A nrw 
r«(r ittd ht\ hcen liiurJ (o («kr rfTrci 
Niitt'inhrr I. I94'<. In ionic mpnit •( 
Irtit ■( rrprr«rnlt • rilhif unuiiu«l, hui 
hi>pt, «i>un(] onirpl 'i( InilrpcniJrni 
Siaiiun rate «iniCiurc 

N» <Jrlciioni hate hrcn mailc in ihr U INS 
•liff, fjilirr rvrry rflnrr ht\ l»rrn, anj will 
toniinur lu br midr. lo iircngihrn ii. 



INS • 



nj (in lit o»n, »iih all 
tinnjii ctn );i«r ii. bui 
riin hy rcmolc cornrol 

- kni.« 



Nt'K ^'otl> i« • (>iK niirkri . 
fvll »(tl ih(i »r arc Jralinfi in itrmt ot 
t(ar«, nn( monih«, (i( utuntl aniJ tonMnit 
iiic ji;ro»ih hrfiirr riilirr INS «i • 
Malion Of our i.i>nipan^ (lir liirn«r« 
ttn conMiirt ihti out (fMi){*i>i>n (o (he 
pcoptr of NfK ^'iiik It l>tin|[ (ull) n\<\. 
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PIONEER ADVERTISER: Jn/,n lllair (oini'ain 



PIONEER ADVERTISER: If \cw ) oili 
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These advertisers appeared in our fust issue 



//; WFMJ 



OH/OS 



3 



MARKET 



• CP 



25 7 'i-" 
30 9 >t 



• 



J 



118,330 
RADIO FAMILIES 

'267,408,000 
RETAIL SALES 



SOON -5 KW on 1390 KC 



Arft.!*!!- ABC Mf:^wof<f 



PIONEER ADVERTISER: U I'M], \ oungsioun. Olu 



^^^^ 



MRS NEW YCrKlR 




MRS NEW VORkfR A|. HOME! 

MRS. MW YORkfR AT HOMf 

MRS NEW YORKER AT HOME! 

* WHO HAS MRS. NEW YORKER'S EAR? 




. WHERE and WHEN 

It's Needed Most! 



rfi Tk* D*t>9it h'l 

CKLW 



J. E. CimfiMu, M*(MjtB| Ditcciof 



NOvlM*tll. t««ff 



PIONEER ADVERTISER: CA'Lr, fl^-^rou 



I 



PIONEER ADVERTISER: 

Paul F. /idler Advertising 



s\m\ . . . 






CHICAGO r 



SPONSORS^ 

We guarded 
five presidti 
thirty years , 

"STARLI3 

of the 

WHIT 
HOUS' 



PAUL F. m 

111 MADfWX A v.. 

Ni« row n • n,-*.! 



PIONEER ADVERTISER: «/,///. \ , ) or/c 



PIONEER ADVERTISER: WIS, Chicago 
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LEADING CITIZEN 
In aLAND OF PROMISE... 




Industrial expansion nearing $S Billion! 
Unequalled transportation facilities! 
Vast, ivell-trained ivoi-king force! 
Superb geographical situation! 

A vital part of booming Cleveland is WJW-TV, now housed in a 
handsome new Williamsburg colonial structure in the heart of the 
downtown area. Presenting the tops in television programming 
and public service to the market that tops the country in tele- 
vision set saturation, this basic CBS outlet will carry your sales 
story to new heights in the Best Location in the Nation. 



WJW-TV 



Channel 



8 



(Formerly WXEL) 



Represented Nationally by The Katz Agency 
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These advertisers appeared in our first issue 



Your SALESMAN in Cincinnati! 




EARL 
SEAMAN 



ii . . ; . I.'. 



. r... - 

& M&RSH&U HELD STATION 

>pfiM«nf^ by Lciwii M Av<rf, Int 



I.. .S .1' *.i<i I ■ ,^i(t; '^)'ui\Ln •llJ tll.111 

I >lw f ■■wi 1 ■.■ il .1(1.. i« oj^-kj V .n 

,, M> , I IL/ I !• ) iitif i<ij.-|jri|> <i Jit J >jli.> lur 
,.l «. fxM*'<h mt.-. ■ •^rtiih 

. "1. .11.^. I[- ... ^(r-.^- »J ..L>.tT.ll . tlu l.,^ 

K'l. . llul Ih .1.^. xKrrri^ Kn^flt 

>I I...-.) isf (l„ I .,KitI> l<ii.«J .in t»^<i^l 

CI... E ..H Vut1.ll. SIO.." 411 ■>.!>. 

It.,....,. t^ll '^■MM'I <^ll.-r .1 l.i-vwiu 4. .iijU. 

'I" t; l'nti-i'> * 'li" f inipi.t;" "I 

^. , ~is'.'i oill <\ftiil 1. J i.tukt ui ilu nidib.r 



UISAI 



PIONEER ADVERTISER: WSAl, Cincinnati 




ArakhxTi OrMrU* •! Nm KSO TrasunlnM MMlut, On M»l*n, Im 



PIONEER ADVERTISER: KSO, Des Moines 




new situation comedy show 
fresli as country air 



Rad 0 Reco0 ng Civision 



PIONEER ADVERTISER: MtC Radio Kerording 



S^^^^^^K ^^fNIROCTlC tXPONINTS 

t09ethor again.... 




PIONEER ADVERTISER: Arrry-Knodcl, Inc. 
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A distinguished book conies out of 
BMFs Award-Winning Radio Series 

THE AMERICAN STOBY 





For the first time in broadcasting annals 
a series of radio programs has been pre- 
served in a book that will take a permanent 
and prominent place in the literature of 
American history. 

To the many broadcasters who are pre- 
senting THE AMERICAN STORY and 
to the noted American historians who con- 
tributed to the series we extend our 
sincercst appreciation. 

B M I is proud that it conceived the idea and prepared the 
radio scripts now in their 3rd year as a continuing series. 
THE AMERICAN STORY has been honored by a Free- 
doms Foundation Award and Ohio State University's Insti- 
tute for Education by Radio and Television (lERT) 
citation. 

THE AMERICAN STORY 

is being published by 
CHANNEL PRESS 
on November 12th, 1956 
it has already been named a 

BOOK-OF-THE-MONTH CLUB DIVIDEND 

for January, 1957 



"A remarkable history in which the story of the country is told in 60 episodes 
by as many historians, each contributing in his special field. They include 
almost every professorial name you ever heard of and the result, with intro- 
ductory bits outlining background is fascinating reading." 

-Donald Gordon, AMERICAN NEWS OF BOOKS 



If THE AMERICAN STORY is not yet on your pro- 
gram schedule, wc invite you to take another look. 
We'll be happy to send you the scripts. 





BROADCAST MUSIC, INC. • 589 FIFTH AVENUE, NEW YORK 17, NEW YORK 
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These advertisers appeared in our first issue . . 




-AS TRUE TODAY 

IT ms m&r 



EUERT HUBAARD lo^ 



H»(S(D(NT HUMAN 1 



WJR 



Air Features, Inc 
frank and anne hummfrt 

arf pitiif*4 to ai>w<>iif< jJv 

Fi vTLRKD Radio Progr.\\!s Inc, 

Old fAc afifrsnirm^ 
of 

FmVARD M. K[RBY 
Prtndtnl and GmftaJ .\fama[fr 

UVT. PBOCKAys TltA^M.«jrT10VS 

roN>n.TAnoH 

providing « nc». hjnd tjilorrd pn>erjm «nd pro- 
duction WTvirt ro m«*t the indi\-kJu<E nrtds of 
r«dio*Mtion* nrl w»rtu And jd^rrtuint Afmcics 



247 Pabk AvKNl-1 

Nl» Yo«K CiTV 



PIONEER ADVERTISER: 

Featured Radio Programs, A<'ic Yorl: 



PIONEER ADVERTISER: JTJR, Detroit 



tat •oeiwiii iiATioN, mc. tttt oil . wArTi 
»»•'« »"<HAf iriiiiNTi* •> ririT 




frcn SPONSOR 

SERVICES 



INC 



15 SERVICES TO HELP YOU 
MAKE THE MOST OF YOUR 
RADIO AND TELEVISION 
OPPORTUNITIES 




1 ALL-MEDIA EVALUATION STUDY $4 

155 Pages 

This book gives you the main advantages and 
drawbaeks of all major media . . . tips on when 
to use eaeh medium . . . yardstieks for ehoosing 
the best possible medium for each produet . . . how 
top advertisers and agencies use and test media 
. . . plus hundreds of other media plans, sugges- 
tions, formulas you ean put to profitable use. 



2 TV DICTIONARY/HANDBOOK $2 

48 Pages 

The new edition contains 2200 definitions of 
television terms . . . 1000 more than previous 
edition. Compiled by Herbert True of Notre 
Dame in conjunction with 37 other tv experts, 
TV DICTIONARY/HANDBOOK also contains 
a separate section dealing with painting tech- 
niques, artwork, tv moving displays, slides, etc. 



3 TIMEBUYING BASICS 

144 Pages 



$2 



The only book of its kind — the most expert 
route to radio and television timebuying. A 
group of men and women who represent the most 
authoritative thinking in the field talk with 
complete candor about tv and radio and the 
opportunities these media offer. 



BOUND VOLUMES 





14 VOLUME FOR YEAR 1955 



$15 



Every information-packed issue of sponsor for 
1955, bound in sturdy leatherette. Indexed for 
quick reference, bound volumes provide you with 
a permanent and useful guide. 



15 BINDERS 



1_$4 2— $7 



Ilaudy binders provide the best way to keep your 
file of SPONSOR intact and ready to use at all 
times. Made of hard-wearing leatherette, im- 
printed in gold, they'll make a handsome addi- 
tion to your personal reference "library." 




4 HOW DIFFERENT RATING SYSTEMS VARY IN 
THE SAME MARKET I5c 

Ward Dorrell, of John Blair (station reps), 
shows researchers can be as far as 200% apart in 
local ratings. 



5 TELEVISION BASICS 

24 Pages 

6 RADIO BASICS 

24 Pages 

7 FILM BASICS 

12 Pages 



35c 
35c 
25c 



8 PROCTER AND GAMBLE STORY 25c 

20 Pages 

9 ADVERTISING AGENCY IN TRANSITION 25c 

16 Pages 

10 92 WAYS TV MOVES MERCHANDISE 25c 

16 Pages 



11 TIPS ON TV COMMERCIALS 

6 Pages 



25c 



12 NEGRO RADIO HAS COME OF AGE 25c 

16 Pages 

13 WHY 5 NATIONAL ADVERTISERS BOUGHT 
SPOT RADIO 25c 

6 Pages 

. SPONSOR SERVICES ^'^'^^'^ ''^'^^ 
40 East 49th St., New York 17, N. Y. 

Please send me the SPONSOR SERVICES encircled by number 
below: 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 

Name ... 

J Address . _ 

City 



Zone. 



State 



□ Enclosed is my payment of $ 

Quantity Prices Upon Request 
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Those advertisers appeared in our first issue . 



PIONEER ADVERTISER: 

For joe &■ (n. 



FORJOE 
& CO. 



NEM rOIK • fHILADClTHIA 
MASHINGTON . finS8URGH 
CHICtCO > LOS ANGELES 
SAN FRtNCISO 



New SPONSOR 
is a/ways 
Welcomed 
by 

CJOR 

Vancouver 
Canada 

5000 Willi too Kc. 

Kepreienfaftyt: 
Adam J. yciiiii Jr^ Inc. 



■The New Trend in Radio Advertising - 



Revolutionary - 



Profitable— 

Perfection 

AVAILABLE 

Top RtdiO Piogr^mj • Leading Sl4ri 
Muiic^l • Comedy • Dr^m* 
Grc4lctl Audience Coverage 



Bing Crosby Enterprises, Inc. 
proudly presents 

Th« Firjt in 4 Serie* of Ti4nicfibcd Pfogf«mi 

PHILCO RADIO TIME 

starring 

BING CROSBY 

October 16. 1946. <nd E.t'r Wrdnttdjy 

far fuilher Informalicn 
Everett R Cro&by 

■ nj Ctoibr Enl«-p.n»», Ine 9028 Sunitl Bowlcxrd. HoKy-ood 46, C.lilo™ 



PIONEER ADVERTISER: Bing Crosby Enterprises, Inc. 



PIONEER ADVERTISER: CJOR, Vancouver, Canada 




136 
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Beautiful San Diegans had a 1955 
net eflccti\ c Bu\ ing Income of 
§1,551,950,000 *' 

That ranks San Diego 20th in the 
nation, above DaHas, Miami, Atlanta, 
Portland, Denver and New Orleans. 

San Diego has more people (and 
dogs ) spending more and watehing 
Channel S more than e\'er before! 

" Sales Management 1956 Survey of 
Btitjing Power 



KFMB 



WRATHER - ALVAREZ BROADCASTI NG . INC 




fJIfBIJIIiTRaBI 

SAN DIEGO 



A m c r 1 c a ' s more market 
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r/'^^.-f adiertisprs appeared in our first issue 



3 

I 

IS HALFiA STAIEI 




^^^^ 



AN Att dl 



1 




PIONEER ADVERTISER: JT.^G, Worcester, Mass. 



mm 



PIONEER ADVERTISER: U FBM, Indianapolis 




RIDE THE CREST OF THE WAVE WITH 




PIONEER ADVERTISER: WJW, Cleveland 



PIONEER ADVERTISER: IFeed and Company 
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LEADERSHIP 



loaQed on 
Superior 
Coyeraqe 




All recognized market coverage services give WSYR a 
wide margin of superiority over competitor stations. Take 
Nielsen for example: 

Daytime, WSYR's weekly circulation of 193,530 tiomes 
Is from 47% to 212% better tlian any ottier Syracuse 
station's. Nighttime, WSYR's circulation of 132,540 homes 
Is from 46% to 257% better. 

WSYR is the first choice of radio advertisers . . . both 
national and local ... in Central New York. 



Effective daytime service 
area, as measured by 
Nielsen Coverage Service 




Represented Nationally by 

HENRY I. CHRISTAL CO., INC. 



NEW YORK • 
DETROIT 



BOSTON . CHICAGO 
• SAN FRANCISCO 




5 KW • 570 KC SYRACUSE, N. Y 
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AMERICA'S IflPJlIECllVE! 



HI 

1 



NOW 

FOR LOCAL AND 
^ REGIONAL 
SPONSORSHIP a 



FitOB I[ OF vaiiU?)^ 



m MAOAIINIV .■ 



IM PiCtUliV— ! *-<i t— 




t - -fd on S ■ <jn „ ■»» > lowwui <hoiocle' ov depKlcd m 
lh< Conoi7 Murde" Coif . the ti«nvOn Mufdei Coie , 
Tt«r Oiccnr Mufdei Covt and irony moie. Ih.i >h/ilt.ng 
nc- hoU hcvi dei«<'»« tho« m*on> mw* liUmen pn 
dolloi Cuii«nlly iponvMcd br IrodoiQ icgx>io1 iponioii 

Wti' Cooii joiolme lo^poir. ''c 




PIONEER ADVERTISER: Zii Radio Productions 



412 £<^ta^HQQPlR POINTS! 



Did You Get Yours? 




•(Iip lii'sl loiiirKiii ill llie iialioir 

5 




PIONEER ADVERTISER: IT GAR, Chi eland 



'''''' 




IS SHIFTIN' 



FOR COVERAGE OF THE NO. 1 MARKET 
IN THE SOUTH S NO. 1 STATE ... 



WSJS 



NBC STITION FOR WIKSTON SILEM. GREENSBORO, INO HIGH POINT 

Krimunlril In llmllr\ Krril I n. 



VViVil I * '"' ""' 

WINSTON -SaiEM ' iTfc -^—I^I^SW 



\n\ or TIM. SOI TIM \NT 

I rrtt nf llir Itlitr Hitltr WiMin'nm* 



PIONEER ADVERTISER: WSJS. Ifinsloii-Salcin 



PIONEER ADVERTISER: IT OIT', Omaha 



](,() 
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10 m of mnm 

« 

in k Worrtr "tea - - 



WITH GREAT PLEASURE, WE 
SALUTE NORM GLENN AND 
THE ENTIRE STAFF OF SPON- 
SOR, AT A TIME WHEN WE 
MARK OUR OWN TENTH AND 
GREATEST YEAR! 



i 



Here is a list of the many accounts 
who have contracted with WNEB 
during the past year . . . leading 
national and regional advertisers 
who know what to buy and where 
to buy it. 



[OOPS 

Anna Mve^^ Fo<nK 

Bella I'izza-rclles 

Boiul Hi-ead 

Chef l$ovai"<l<'c 

Choek F^ll-0-^nl^ Coir.-. 

Cilrns Fniil Jnicoss 

Diamond Crystal Sail 

I)r<>nir<lar.v Cak<> Mix 

Dnnkiu Doniits 

Kssoni Meals 

Fii>l Nalioiial Slorc* 

Genoa INleals 

Ilootl's Oraufie Jniee 

Iinp<Tial Marsai-ine 

Jello 

La Tonraine CofTee 
Mahox 

Mrs. FillxM'lV ^Margarine 
Mueller's ^laearoni 
N. Y. * >. F. Apple Invl. 
Neslh-'s Hrowii (^rav> 
iNeslle's Inslant C<>(T<'e 
I'rinee Maearoni 
Slokely Frozen Foo(U 
Slop & SIlOJ) 
Telley Tea 
Lnile<l Frnil 
Viclor CofTee 
Virsinia .Sala<l Oil 



DRUGS 

A<pia Velva 
Bayer Aspirin 
Doan s Pills 
Dolein 
Ex-Lax 

I'eenaininl — Cliooz 

Mnslerole 

l*erlns.«in 

Ke^lilol 

liybnlol 

BEVERAGES 

Ballantiue 
Carlinp's 
Clie<piot Clnli 
Dawson's 
Ilarvanl 

Maniseliew ilz Wines 
Moxie 

iNarrafjansell 
Orange Driver Vi'ine 
I'iekw iek 
Hnpperi 
Siiiirenic Vt^ine 
Three Monks Wine 

TRANSPORTATION 

Boslon S: Main<- HK 

Bniek 

Cadillae 

FonI ^lolor Co. 

Lincoln 3Ierciiry 

N. Y., X. n. & Man ford Rll 

.NorllieasI Airlines 

I'lymonlli 

Slndrl(aker-I'aekar<l 



GENERAL 

Bnr<lalil 
Bine Coal 

Bine Cross &■ Bine Shield 
Briinar I'ainis 
Camel Cigarelles 
Cheslerfiehl Cigarelles 
Cinerama Holiday 
Everca<ly l$alleri<'s 
Flil 

Foxhoro Haee Track 
C. F. Applian<'es 
Gulf Oil 

IIoli<lay ^lagazine 
Jack & Jill Cal Food 
L (& 31 Filler CiRarelles 
La<lics' Home Journal 
Life jMagazine 
Li(I-H-I'riif I'ainis 
N. E. Tel. * Tel. Co. 
New Fnglan<l Coke 
Old Gold Cigarelles 
I'reslone Anli-Riisl 
Onaker Slale .>lolor Oil 
Salem Ci{:ar<'lles 
Sal. Evening I'osi 
Shell Oil 
SiKerdnsi Blue 
Sinioniz l$o<ly Sheen 
Siailer Tissues 
SnfTolk Downs 
Top Value Slanips 
Tonraine Painis 
Tnrlle Wax 
Wiiulow Gleeiii 



You're Always In Good Company When You Use Independent WNEB! 



WORCESTER 
MASSACHUSETTS 

Represented by 
THE BOLLINC COMPANY 





' t.J These odrei tis('i\^ appeared in our first issue . 




"////M/". First of WEAF's great new shows 




/ 



r 



PIONEER ADVERTISER: WEM-. YorL 




ttS, TMtRI S 1 CARNIVAl Of SALIS IN 

Mcn^Cy ihrAwRh V*WrHf*r )CK)0 A M t, l^OO 




A Sr JAMIS AVI., BOSTON. MASi, • JOOO WAHS • BSO ON THt DIAL 



>1 ... . " I tl 



use's Slalt9» • Kcff Tiri 



ntts-SSOke. 



ITS THE 
SIMPLE 
LIFE 

RUGLESS (Ky.)'. 

— r("K ^-"rt 

— 

■""louisviii." . 




PIONEER ADVERTISER: 

Jf^-Zr/;, Louisville 




PIONEER ADVERTISER: Broadcast Music, Inc. 



PIONEER ADVERTISER: If III)//, Hosion 



\(>2 
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at the Pollsl 

m, 



When all the shouting is over and the last 
campaign speech has been made, isn't this 
what all the struggle is really about? 

You and your neighbors are going to march 
to the polls November 6 and settle things the 
American way. 

Not by fists or by force, not with a penalty 
if you don't vote, or the secret police checking 
up to see if you did. 

You'll vote because it's the thing to do. 



Vote as you please, of course — but vote. 

Vote for the party and the candidates you 
honestly believe will represent you best. 

But also vote because you believe in this 
democracy of ours and you want to keep it 
the way it is — a country where you can have 
your say and nobody else can say it for you. 

Everybody you know 
will be there. 

We'll see you at the polls. 



VOTE NOVEMBER 6fh! 
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Why Sponsor Goes Weekly 

After 10 '^oo(] NCiir^ .^I'ONSolJ. oiigiiially a inoiitliK. later 
a hiwceklv. g()('> \\('ckl\ . 

\\ li\ a trade piihlicalioii which i> al the peak of its 

career aiul the to|i of it- fiehl (h^eide on a radical chaiij!;e in 
concept, formal and writing >l\le? For. exce])l foi- >trict ad- 
h(M-ence to il> usr forninla. thi- i> ahno>t an alhiunv sponsor. 

'I'hc new spo.nsoi; |> hniU on our hclief that good business 
ne\er -lands >iill that an op|H)vtunily to render hetter sei\- 
ice cannot he ignorcch 

Vov >e\eral \ears we hiwr eai'efnlK ex])l()re(l and analyzed 
trade |)aper leading hahits, e>])eeiallv the reading hahits of 
l\ /rach'o-niiiukHl adverlisei' and agency execnlives. \\ e have 
noted the inordinate (h'niand- on their lime, the frn-tralions 
of the men and women who inve>l millions in tv/radio adver- 
tising a> they tr} to co])e w ith the 'iiinil ami pick" prohlem of 
cnlling needed new - and data from a swarm of tiade papers. 

Sl'O.NSOU change- to wceklv heeause it ha> created a foinn- 
nla that deliver- the e--ential> to l)n-.y executi\('s in a neat, 
non-complicated, fa-t-reading ])ackage. The package calls 
for weekly ])ul)lication. The new pi'O.nsok enc()urag(\s hahil- 
reading and eliminate> frn>trali()n. "^'on read it with the 
a.-siirance that \on arc n]i on the e>>enlial doing- and ])i-ol)- 
lem- of t\ and radio advcrti>ing. It is so (Icxihle that Non 
can hrief sonr-elf on the e-.-enlial- in 30 niinnte- or, if time 
permit-. 'A honis. It allow - for extreme \ ariahles in reading 
time. It -lionld he on vonr de-k Fridav as fai" west as (Chi- 
cago or .^l. Lonis foi np-lo-the-minnte weekend reading. 

We |)resent sI'ON.soiJ weekl\ to onr readers (whether |)re-i- 
dcnt-. \ ice-pre-ident-. ad managers, acconnt e\ecuti\ (>>. lime 
hnver-. plan- hoard niemher- or whocser \on niav he) with 
the hope and ex|)ectal ion that throngh it ) on will fmd a 
liap|)icr and moic rewarding wa\ to kec]) fnIK ])o-led on the 
week h\ week c--cnlial- and interpretation- of the teles i-ioii 
and r.idio atherti-ing -c -ne. 





ri Mi.isn M! \ !• nrrci! 



THIS WE FIGHT FOR S|)ol radio dollai' 
lignrc' h\ indi\idn<d ad\erti-er- are -till kcpl 
lop -ccrct uliilc all other niajfo media ( in- 
( hiding -|)ot t(dc\i-ion) arc onl in the open. 
Id"- all get to work and hridge thai gap. 



lO-SECOND SPOTS 

Snow Man: FeHow who's tried to 
land a job at McCann-Erickson since 
spring just made it reeently. His last 
^-hot at it was two niontlis ago when he 
sent a snowball packed in dry iee with 
note: ''jVniong the many things I ean 
produce are >noubalIs in August."' 

Hard Sell: John P. Cunningham, 
president Cunningham & Walsh, feels 
go\ernnient eould inerease tax re\enue 
through use of emotional and reason- 
win ad\ertising just before tax-fding 
deadline. If e re already emotional 
about it -just tell us tlie reason u7/v. 

Author, Author: With "Auntie 
]\[ame" about to debut on Broad\va\, 
author Patiiek Dennis turns out \n be 
] 'en-name of former Madison Avenuer 
Patrick Tanner who was proniotio'i 
manager for Council on Foreign Re- 
lation>. Moral: Better be kind to p.r. 
men; they may be in a position to get 
YOU scarce theatre tickets someday. 

Brain Child: Pauneefoot Praline, 
our peneil-sbarpening editor, still 
thinks the Celler in\ estigations are 
conrerning a federal bousing seandal. 

Arf!: Fx])eriments on dogs were used 
by FTC in arriving at decision that 
Carter's Little l.ivcr Pills don't mea- 
sure up to their ad\'ertising claims. 
Suggested copy snitch: "If you're 
sicker tlian a dog. try Carter's pills. ' 

On the Map: Minnesota named a 
lake after \\ illiani Figge, president of 
llannn l>rewing, for brewery's ad slo- 
gai. : "From the land of tbe sky blue 
waters." Driest lake in the state, but 
blou- off tlie foam before snimming. 

Nostalgia: ^ou're sure middle age is 
upon you while watching an old Hol- 
1\ wood t\ feature fdm with someone 
who was too \<nmg to see it when it 
wa- fir-t shown in tbe mo\ ie tbeateis. 

Too Soon: Cameron Hawley. former 
adman turned best-selling author, plans 
no no\el on ad\ertising for a long 
time (see p. 33 I because bis "personal 
prejudices are still too strong." From 
most Madison Avenue novels we're 
read, u e thought all an author needed 
were very strong j)ersoual prejudices. 

Definition: "Morning Hloek" i- 
when \()n jn-t can't think before noon. 



\(>\ 
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W B A L -T V 

'Really 



STANDS OUT 




In non-network programs per week sold between 6:00 and 11:15 p. m. 
in Baltimore, WBAL-T\^'s sponsored shows are about 50% njo/ t than 
the combined total of its two competitors! 

Naturally, there's a good reason why advertisers come to us first. They 
like the strength of our programming. For instance: they like our 
strong news-weather-sports segments at 6:45 and at 11:00 p. m. daily. 
They like our 7:00 p. m. programming for family viewing ever\' night 
of the week, and our strong block of Saturday afternoon programming. 
Our 10 :30 p. m. shows have a rare potency, too. 

Advertisers like the way we promote our shows, individually and collec- 
tively. They like the build-up we give the personalities who m. c. them. 
They like a dozen other distinctive features that we'll be glad to tell you 
about in detail. Or your nearest Petry office will be glad to fill you in. 



V\f B A l_ "TV CHANNEL II 

Nationally represented by EDWARD PETRY & CO., INC. 



